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Rough Proofs 


A Detroit newspaper brags that 
an ad for a lost dog, which failed in 
other papers, produced the dog when 
published in its classified columns. 
Maybe the dogs in Detroit read only 
one medium. 

o*” * 7 


A new motor car, bearing the 
name of the Rockne Six, is to appear 
shortly. It’s too bad the engineers 
couldn’t arrange to add five more 
cylinders. 

6 * * 


The price of the Rockne Six will 
be between $600 and $700—just over 
Ford, Chevrolet and Plymouth, and 
just under another important group. 
That sounds like the old off-tackle 
play. 

* * ” 

Urging immediate purchase of a 
new suit, Hart Schaffner & Marx 
nobly assert, “At last you can stand 
up against the world and fight.” 

But if you’re looking for a fight, 
hadn’t you better keep on wearing 
the old suit? 

* * * 


An adding machine manufacturer 
refers to the Standard Oil Company 
of Indiana as a user and remarks, 
“What we have done for it we can 
do for you.” 

Such as? 

* * * 


The National Coffee Roasters’ 
Association is looking for a new 
name, “which will look well appended 
to advertisements.” Don’t bother, 
boys—you’ll get roasted plenty re- 
gardless of how slick the name you 
choose happens to be. 


* * * 


A Chicago florist is sampling pros- 
pects with plants in jardinieres. 
Now if we could only persuade the 
meat packers to start a sampling 
drive on pork-chops— 


* * * 


After running 1000 advertisements 
in one magazine over a period of 
twenty-two years, Campbell’s Soup 
can boast only 21 varieties. This is 
one honor that Heinz has saved for 
Pittsburgh. 


* * * 


One of the contributors to Rough 
Proofs signs himself, “A Constant 
Reader.” I prefer the inconstant 
ones—they don’t catch on when the 
same wheeze is repeated in slightly 
amended form. 


* * 


Publishers usually approach Fri- 
day the thirteenth with fear and 
trembling, but after Armistice Day 
they were able to open their mail 
this week without the usual trepida- 
tion. 

* ~*~ * 


The American Dental Association 
has decided to advertise, and it’s a 
foregone conclusion that only an 
agency will be selected which can 
put bite into the copy. 


*x* * * 


Another one of these retail adver- 
tising “clinics” has been staged by 
2 manufacturer. The thing they 
have to guard against is that the 
Clinic doesn’t turn into a_ post- 
mortem. 


* * * 


_ Zero in advertising: “credit lines” 
mm the program for the manufac- 
turers of costumes for the chorus in 
& modern revue. 

Copy Cus 


DIFFERENTIAL 
DISCUSSED AT 
OUTDOOR MEET 


Otherwise Agencies Endorse 
New Line-Up 


Detroit, Nov. 12—The new sales 
policy of the outdoor advertising in- 
dustry, involving full recognition and 


George W. Kleiser, president of 
the Foster & Kleiser Co., who was 
re-elected president of the O. A. A. 
of America. 


the payment of a 15 per cent com- 
mission to advertising agencies, was 
given impressive endorsement at the 
convention of the Outdoor Advertis- 
ing Association of America, Inc., 
yesterday. 

Representatives of leading agen- 
cies joined in asserting that under 
the new arrangement, which has 
been in effect since June 15, outdoor 
advertising will receive a substan- 
tial increase in business. They were 
joined in their commendation by rep- 
resentatives of the American Asso- 
ciation of Advertising Agencies, As- 
sociation of National Advertisers 
and the National Outdoor Advertis- 
ing Bureau. 

Speakers included Henry T. 
Ewald, president of the Campbell- 
Ewald Company, Detroit; William 
H. Johns, president of Batten, Bar- 
ton, Durstine & Osborn, New York; 
Milton J. Blair, vice-president of the 
J. Walter Thompson Company, New 
York; W. C. D’Arcy, president of 
the D’Arcy Advertising Company, 
St. Louis; Joe M. Dawson, vice- 
president of Tracy-Locke-Dawson, 
Inc., Dallas, Tex.; and F. W. Kurtz, 
head of the outdoor advertising bu- 
reau of N. W. Ayer & Son, Phila- 
delphia. 

Statements were read for Frank 
W. Harwood, Lennen & Mitchell, 
Inc., New York, and H. K. McCann, 
president of McCann-Erickson, Inc., 
New York. 


Discuss Differential 


The agencies, while optimistic re- 
garding the future of the business 
under the new regime of co-operation 
with agencies, indicated that they 
regard it as unfair for another type 
of representative to receive a larger 
differential. Exclusive solicitors re- 
ceive 16 2-3 per cent. 

On the other hand, while some of 


(Continued on Page 14) 


Detroit, Nov. 12—The Outdoor As- 
sociation of America, Inc., which 
concluded its 41st annual convention 
here today, adopted a comprehensive 
program looking to the improvement 
of relations with both advertisers 
and the public. 

The chief project undertaken is a 
survey of outdoor advertising by 
Harvard University, the cost of 
which has been underwritten jointly 
by the outdoor association and the 
Association of National Advertisers. 
The American Association of Adver- 
tising Agencies and the National As- 
sociation of Real Estate Boards have 
been invited to participate in the 
survey, which will study principally 
the relation of urban traffic to trade. 

The work will be done at Harvard 
by the Erskine bureau, established 
by President Erskine of the Stude- 
baker Corporation. Dr. Miller Mc- 
Clintick, head of the bureau, at- 
tended the convention and promised 
that the study would be undertaken 
at once. 


Under the plan adopted, the A. N. 
A. and the outdoor interests are 
establishing a fellowship, and Arthur 
R. Burnet, secretary of the outdoor 
advertising committee of the A. N. 
A., will be the fellow in charge of 
the study. The representatives of 
the associations will be Turner 
Jones, vice-president in charge of 
advertising of the Coca-Cola Com- 
pany, for the A. N. A., and John 
Paver, for the Outdoor Advertising 
Association. 


The association is also planning an 
affirmative program of legislation 
and regulation. A standard policy 
on conservation of rural and scenic 
beauty will be developed, in line 
with conservation ideas and at the 


A.N.A.Helps Finance 
Harvard Survey of 


-: Outdoor Advertising 


same time providing protection for 
property owners. 

This will be promoted through the 
Washington Conference on Roadside 
Business and Rural Beauty, which is 
to be made a permanent organiza- 
tion representing not only outdoor 
advertising interests but also various 
civic and business associations in- 
terested in the situation. 


To Provide Statistics 


Better methods of providing sta- 
tistical information on outdoor ad- 
vertising, including a more conveni- 
ent methcd of furnishing data on 
rates, etc., are now being provided, 
and it is also planned to issue a quar- 
terly statistical compilation which 
will acquaint advertisers with rates 
and methods of doing business in the 
outdoor field. 

In line with current -business con- 
ditions, the association will reduce 
its expenditures by curtailing some 
of its activities. Some of these are 
to be taken over by Outdoor Adver- 
tising, Inc., the selling and sales pro- 
motion unit of the field. Advertis- 
ing Outdoors, formerly the Poster 
Magazine, published by the associa- 
tion, is to be discontinued with the 
December issue. The supply depart- 
ment is also to be discontinued. 

Plans for the 1932 program, out- 
lined in a comprehensive series of 
recommendations Tuesday afternoon 
by President George W. Kleiser, of 
the Foster & Kleiser Co., San Fran- 
cisco, were received enthusiastically. 

Wednesday’s meeting was given 
over to national advertising affairs, 
the activities of Outdoor Advertis- 
ing, Inc., being pictured at the morn- 
ing session, and a large number of 

(Continued on Page 9) 


Last Minute 


Parker Pen Co., Janesville, Wis. 


changed. 


part of January. 


News Flashes 


Carl K. Hart Goes to Parker Pen Company 
(Picture on Page 12) 


Fort Madison, Ia., Nov. 13.—Carl K. Hart has resigned as advertising 
manager of the W. A. Sheaffer Pen Company to become assistant to 
Kenneth Parker, vice-president in charge of advertising and sales for the 


Harold D. Bates, advertising manager of Weyerhauser Forest Products, 
St. Paul, will become advertising manager of Sheaffer Nov. 30. 


“Life” Goes Monthly; “Scribner’s”’ Changes Size 


New York, Nov. 13.—After many years as a weekly, Life will become a 
monthly Dec. 4, President Clair Maxwell announced. Rates remain un- 


Scribner’s has also changed its policy of 45 years, and will go to flat 
size, 429 lines, with the January number. 


Christmas Clubs to Pay $693,000,000 


New York, Nov. 13—Nearly $693,000,000 will be paid to Christmas Club 
members by American banks, according to a tabulation by Herbert F. 
Rawll, Christmas Club president. This is only 6 per cent below 1930. 


Hartman Gets Consolidated Cigar 


New York, Nov. 13.—The advertising of the Consolidated Cigar Corpora- 
tion will be handled by the L. H. Hartman Company, effective the latter 


ROCKNE SIX IS 
NEW METEOR OF 
CAR INDUSTRY 


Sensational Advertising Breaks 
December 1 


Detroit, Mich., Nov. 12—The fame 
of Knute Rockne, Viking of Notre 
Dame, is to be perpetuated by 


KNUTE BOCKNE 


This picture of Knute Rockne 
featured the four-page insert used 
by the Rockne Motors Corp. 


George M. Graham with a new car, 
the Rockne Six, consumer advertis- 
ing of which will break Dec. 1. 


Mr. Graham, former vice-president 
of Willys-Overland, Inc., recently 
formed the Rockne Motors Corp. 
under the laws of Delaware. The 
Rockne Six, to be manufactured 
here, will fall in the $600-$700 price 
range, just above Ford, Chevrolet 
and Plymouth, directly under Pon- 
tiac, Essex and DeSoto. 


Four-page inserts in the automo- 
tive press evoked an electrical re- 
sponse from dealers. It required no 
genius to recognize that a car bear- 
ing the name of the legendary foot- 
ball coach would carry a sentimental 
appeal irresistible to thousands. 


Sales forces are being whipped 
into shape by Frank L. Wiethoff, 
sales manager of the new organiza- 
tion, until last month assistant sales 
manager for Willys-Overland. Sales 
directors have been dispatched to 
key cities and the merchandising or- 
ganization will be ready to spring 
into action Dec. 1, when consumer 
copy will burst on the public. 


Plan Dramatic Copy 


The newspaper, magazine and 
radio campaign, according to Mr. 
Graham, will be “forceful as Rockne 
himself was forceful; practical as 
he was practical; stirring as his in- 
fluence was stirring.” 

A national agency, whose identity 
has not been disclosed, will establish 
a Detroit branch to handle the new 
account. 

The Rockne Six will go into pro- 
duction about the middle of Decem- 
ber and a complete line will be dis- 
played at the New York Automobile 
Show in January. 

It is understood, though not offi- 
cially stated or confirmed, that the 
Rockne Six will be manufactured by 
the Studebaker Corporation of Amer- 
ica, for which Rockne was making 
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ADVERTISING AGE 


November 14, 193] 


a trip to the Pacific Coast when his 
plane crashed to earth in Kansas. 

Shortly before that time, he was 
given the title of sales promotion 
manager of Studebaker. He proved 
to Studebaker that his power over 
more or less cynical distributors, 
dealers and their salesmen was as 
potent as over the youths who rose 
to the heights for him on football 
fields. 


Regardless of this, however, the 
sales organization behind the Rockne 
Six will have an identity of its own. 

The insert which was used in auto- 
motive papers emphasized the dy- 
namic Rockne personality, describ- 
ing the Rockne Six as “a car with 
the name and spirit of an inspiring 
American.” 

It carried Calvin Coolidge’s fa- 
mous eulogy: 

“Fifty per cent would not do. His 
passing mark was 100. He required 
perfection. That was why men hon- 
ored and loved him. That was the 
source of his power.” 

The advertisement continued: 


“The market for the Rockne Six 
will be that great mass of the Ameri- 
can public from which Knute Rock- 
ne sprung and whose idol and ideal 
he was—to whom the Rockne Six 
will have a magnetic appeal over 


ill other cars in the price range.” 

Another picture of Rockne in his 
football togs was followed by this 
tribute: 

“He stood alone among the men of 
his time—a personality of vigor, 
virile honesty and magnificent 
achievement. 

“The Rockne Six is a car that 
dares to be different as he was dif- 
ferent; to be an advance, as every- 
thing he did was an advance over 
past practice.” 


Have New Line-up for 


Gibson Refrigerator 
W. R. Marshall has been appointed 
sales promotion manager; F. A. De- 
lano, general sales manager, and 
Harry H. Bailey, assistant sales 
manager of the Gibson Electric Re- 
frigerator Corp., Greenville, Mich. 
All were formerly with the Grigsby- 
Grunow Co., Chicago. 
The company is entering the auto- 
matic field after making ice refriger- 
ators for many years. 


Texas Convicts May 


Now Read Newspapers |4 


The Texas prison board at Hous- 
ton ruled that inmates of state penal 
institutions may receive daily news- 
papers. 

Heretofore, current news has been 
barred. 


oe eee Of What? 


The door says “President.” 


That may mean much or little. 


Open it in four percent of our busi- 
nesses and you'll find a real prospect. 


Open it in the other ninety-six percent 
and you'll find one who is probably 
negligible, since studies show that four 
percent of our businesses do eighty-six 
percent of our business. 


Officers, then, are no bigger, have no 
greater purchasing power than the 
businesses they direct. 


If this be true (and it appears worthy 
of investigation) it would seem logical 
to consider it when purchasing space 
in papers directed to business men. 


It would seem logical to bore in, when 
a circulation includes ‘‘corporation 
executives’ as a class, and ascertain 


whether they are 


executives of cor- 


porations who have real buying power. 


In that way one can be sure he is not 
buying a lot of coverage he does not 
want—but must pay for just the same. 


ABSENT PRESIDENT 


Harry Chandler, 
prevented him from attending the 


whose _ illness 


N. P. A. convention. 


COLGATE OWNS 
‘OLIVE PALMER’ 


Chicago, Nov. 12—The Palmolive 
program will shortly leave the air, 
two different versions for its de- 
parture being given. 

The Chicago Daily News reported 
that Virginia Rae, the Olive Palmer 
of the air, went into court in New 
York to make that name legally her 
own, which would prevent the Col- 
gate-Palmolive-Peet Company from 
having anyone else play the role in 
the radio program. 

Felix Lowy, vice-president in 
charge of sales and advertising, said 
Colgate - Palmolive - Peet exercised 
the usual precautions before it went 
on the air with the program, and 
“Olive Palmer” remains its property. 
The Palmolive program is being 
withdrawn, he indicated, because the 
company feels it has lost some of its 
force from repetition. 

The other program, “Clara, Lu 
and Em,” continues on the National 
Broadcasting Company’s network 
and the company will probably have 
a new chain program shortly. In 
the meanwhile, it is doing consider- 
able spot broadcasting, Mr. Lowy 
said. 


Miss Seevers Edits 
Tournament Weekly 


Helen Seevers, St. Louis advertis- 
ing woman, is editing a weekly 
paper covering the contract bridge 
tournament conducted by the Mis- 
souri Athletic Association. 

This is one phase of a promotion 
campaign conducted by the club by 
Miss Seevers. 


Iowa Ruling Hits 
Vending Machines 


Sale of cigarettes to a minor 
through vending machines is a vio- 
lation of the law, the attorney gen- 
eral said in a ruling for the ciga- 
rette revenue department. 

The dealer’s liability is the same 
as if he had made the sale in per- 
son, the decision said. 


To Light Monument 
An advertising campaign for 
Washington Monument in the form 
of satisfactory lighting, has been ar- 
ranged. It will not compete with 
Lincoln Memorial nor the Capitol. 


Boes Is Back 


Reinold Boes has rejoined Adver- 
tisers Ine., Detroit, as research and 
statistical expert, after a year with 
George Harrison Phelps, Inc. 


Introduce “Rubine”’ 

E. L. Knowles, Inc., Springfield, 
Mass., is introducing Rubine, a lini- 
ment, through radio and direct mail. 
The DeForest Merchandising Bu- 
reau, Springfield, is in charge. 


Johnson at Work 
Lyle T. Johnson, of Russell T. 
Gray, Inc., St. Louis, who was in- 
jured in a recent club steeplechase 
race, has recovered sufficiently to be 


able to resume business. 


NO ANTAGONISM, 
SAY PUBLISHERS 
ATLOS ANGELES 


Reporterless Convention Takes 
New Attitude 


Los Angeles, Cal., Nov. 12—“It is 
the general feeling that newspapers 
need exercise no antagonistic atti- 
tude toward the side roads advertis- 
ing may travel.” 

This was the word emanating 
from the fall meeting of the Amer- 
ican Newspaper Publishers’ Associa- 
tion, which began on Armistice Day 
with all correspondents excluded 
from the scene. 

“News” of the meeting was passed 
along to the writers by a contact 
man designated by the association. 
No copies of addresses were re- 
leased. 

The statement summarized above, 
which may or may not mean that 
newspapers are prepared to with- 
draw some of the restrictions they 
have placed on the publication of 
radio programs, was attributed to 
Hilton U. Brown, of the Indianapolis 
News. Mr. Brown was quoted fur- 
ther as follows: 

“Some mediums will come, some 
will go, and some will occupy new 
fields of their own. Publishers are 
confident that the daily news and 
advertising columns will continue as 
a medium for accurate and compre- 
hensive information.” 

This viewpoint may have been in- 
fluenced by an address by Frank E. 
Tripp, general manager of the Gan- 
nett Newspapers, who reported on a 
survey which, he said, revealed radio 
as of far less influence than gener- 
ally supposed. 


Chandler’s Address Read 


Harry Chandler, publisher of the 
Los Angeles Times and president of 
the A. N. P. A., at whose urgent 
invitation the association held its fall 
gathering here, was prevented from 
attending by the illness which has 
handicapped him for some time. His 
welcoming address was read by his 
son, Norman Chandler. 

J. A. Blondell, publisher of the 
Baltimore Sun, told the association 
to forget “depression.” The worst 
is over, he said, and other publishers 
agreed. 

Mr. Brown spoke of the improve- 
ment in wheat, silver and cotton. 
Maj. Clark Howell, Jr., of the At- 
lanta Constitution, said the holiday 
spirit will prove the turning point in 
business. 

William G. Chandler, of the 
Scripps-Howard Newspapers, New 
York, reported as chairman of the 
committee on newsprint. L. B. Pal- 
mer, general manager of the A. N. 
P. A., also told of the association’s 
activities since the annual meeting. 

S. R. Winch, of the Portland 
(Oreg.) Journal, spoke of new 
sources of revenue for newspapers, 
referring to them as “the arterial 
highway for advertising, with other 
mediums mere side roads.” 

The association received a cordial 
telegram from President Hoover. 
The Government will be further rep- 
resented tonight at a banquet at the 
Biltmore Hotel by Vice-President 
Curtis, who will be the principal 
speaker. The dinner, tendered by the 
Los Angeles Chamber of Commerce, 
will also be attended by Will Rogers. 

Color advertising in newspapers 
was a topic of major interest at 
Thursday’s session, two addresses 
and a lively debate pro and con fea- 
turing it. 

E. H. Harris, of the Richmond 
(Ind.) Palladium, served as chair- 
man in the stead of his father, who 
was late in arriving. 


Debate on Color 
W. E. Wines, of the mechanical 
department of the A. N. P. A., de- 
scribed economies evolved in recent 
color work. J. R. Knowland, of the 


Oakland (Cal.) Tribune, predicted 


——— 


“I REALLY AM—” 


Ann Pennington may or may not 
really be 39. Her $100,000 suit 
against Lever Bros. Co. and the J. 
Walter Thompson Company, for 
quoting her to that effect in an 
advertisement, was withdrawn in 
New York, a_ settlement being 
reached out of court. 


that newspapers eventually will be 
able to match the results secured by 
magazines. 


Mr. Knowland summed up the ar- 
guments of the two factions: the 
first, that advertisers demand color; 
the second, that better results in 
black and white are the chief con- 
sideration. 


Mr. Brown took the negative, as- 
serting that printing of news is the 
chief function of a newspaper. Col- 
or printing prevents the newspaper 
from getting the news to readers 
with maximum speed and therefore 
is undesirable, he held. 


W. E. Macfarlane, of the Chicago 
Tribune, also spoke. 

O. B. Warden, Great Falls ( Mont.) 
Tribune, is against employment of 
color, while Dean Palmer, of the St. 
Joseph (Mo.) Gazette is equally con- 
vinced that the newspaper should 
stick to black. 


Suggest New Bureau 


John B. Long, general manager of 
the California Newspaper Publishers 
Association, discussed the free pub- 
licity problem. One method of han- 
dling such material, he said, is to 
attach a blue sticker to it and return 
it to the source, advising that it is 
acceptable only as paid advertising. 

A publicity control bureau has 
proved valuable in tests, he said, 
helping to exclude undesirable ma- 
terial and gain publication for bona 
fide news. 

Development of lighter wrappers 
and other mechanical developments 
were discussed by George M. Rogers, 
chairman of the mechanical commit- 
tee; F. H. Keefe, Newburgh (N. Y.) 
Beacon News and W. J. Mathey, of 
the association’s traffic department. 

J. R. Knowland, of the Oakland 
Tribune, presided at the final meet- 
ing, speakers being Major A. F. 
Logan, Seattle Times, on relations 
with commercial photo-engravers, 
and Harvey J. Kelley, chairman of a 
special committee, on labor matters. 
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November 14, 1931 


ADVERTISING AGE 


—_ 


A.N.A.Is Ready for 
Pregnant Meeting 


in Nation’s Capital 


Washington, D. C., Nov. 12—The 
eyes of the advertising world will be 
focused on the Wardman Park Hotel 
where the Association of National 
Advertisers holds its 22nd annual 
meeting, Nov. 16-18, on the theory 
that “as goes the A. N. A. so goes 
advertising.” 

The program: 


Monday—9:30 A. M. 


Lee H. Bristol, presiding, presi- 
dent, Association of National Adver- 
tisers, Inc.; vice-president, Bristol- 
Myers Company. 

“The Present Economic Situation” 
—Dr. Virgil Jordan, editor, author 
and economist of the McGraw-Hill 
Publishing Co., Inc. 

“What Progress in Advertising 
Since 1921?”—E. St. Elmo Lewis, a 
founder and the first president of the 
A. N. A. 

“Accelerating the Return of Pros- 
perity”—Carl Byoir, publisher of the 
Havana Post and Telegram. 


2:00 P. M. 


Stuart Peabody, presiding, vice- 
president, Association of National 
Advertisers, Inc.; The Borden Com- 
pany. 

“Rate Reduction, from the Adver- 
tiser’s Point of View”’—Lee H. Bris- 
tol, vice-president, Bristol-Myers 
Company. 

“Rate Reduction, from the Adver- 
tising Agent’s Point of View’—Thos. 
L. L. Ryan, president, Pedlar & 
Ryan, Inc. 

“Concrete Results from Testing 
Advertising’ — Stuart D. Cowan, 
president, Cowan & Dengler, Inc. 


7:30 P. M. 


Annual Banquet—Lee H. Bristol, 
presiding, president, Association of 
National Advertisers, Inc. Enter- 
tainment furnished by the Columbia 
Broadcasting System. 


Tuesday—9:30 A. M. 


W. A. Grove, presiding, vice-presi- 
dent, The A. N. A.;Edison General 
Electric Appliance Co. 

How to Get Advertising Ideas 
Across to Your Salesmen—Daniel P. 
Wooley, vice-president in charge of 
advertising, Standard Brands Incor- 
porated. 

Introducing a New Product in 
These Times—R. D. Keim, General 
Sales Manager, E. R. Squibb & Sons. 

Open Forum Discussion. 

Election of Officers—at the close 
of this session Chicago representa- 
tives of members of the Association 
of National Advertisers will answer 
questions concerning exhibits in the 
coming Chicago World’s Fair. 

Luncheon Meeting—Presided over 
by Bernard Lichtenberg, Chairman 
of the Executive Committee of the 
A. N. A., Alexander Hamilton Insti- 
tute. 

An address by Paul B. West, man- 
ager of advertising and sales promo- 
tion division, National Carbon Com- 
pany, Inc., on What the National 
Advertiser Must Do to Correct Cir- 
culation Evils. 


Group Meetings 


Industrial Group Meeting, Tues- 
day afternoon, November 17—Ben- 
nett Chapple, presiding, Member of 
the Board of Directors, The A. N. 
A., The American Rolling Mill Co. 

How an Industrial Advertiser Can 
Use the Census of Distribution, by 
Edward R. Dewey, formerly in 
charge of the Industrial Section of 
the Census of Distribution, Bureau 
of the Census. 

Problems for Discussion: 

1—Must the industrial advertiser 
now address a different audience be- 
cause of the increased interest being 
taken in purchasing by major execu- 
tives? 

2—Possible limitation of the 
weight of inserts in industrial publi- 
cations. 


38—Is it possible to reduce the cost 


of maintaining a sales force by hav- 
ing it perform additional service on 
separate or allied products? 

4—What can industrial adver- 
tisers learn from the advertising of 
non-industrials? 

5—What will be the future impor- 
tance of the industrial distributor 
and how use him to the greatest ad- 
vantage? 

6—Arguments being used by the 
industrial advertiser to reduce ad- 
vertising rates in industrial publica- 
tions. 

7—Can advertising serve as a rud- 
der as well as a propelling force? 

8—What about the changing tides 
in industry that affect our particular 
responsibility? 

Export Group Meeting—Carleton 
Healy, presiding, Eastman Kodak 
Company. 

1—Export and foreign advertising 
agencies, discussion to be led by R. 
H. Bennett, Export Advertising 
Manager, General Foods Corpora- 
tion. 

(a) Value of sales research by 
an agency. 

(b) Should the client contribute 
to agency research work? 

(c) Experience with (1) agen- 
cies operating solely in foreign coun- 
tries, (2) American export agencies 
with agents abroad, (3) purely 
American agencies with branches in 
foreign countries. 

2—A discussion of American cam- 
paigns that have gone over in for- 
eign countries. 

3—The necessity of a community 
of interest between the domestic and 
export departments of a business in: 

(a) Making changes in a prod- 
uct. > 

(b) Changing a package. 

(c) Art work. 

(d) Copy. 

Discussion to be led by Robert 
Thein, Assistant Sales Manager, 
General Motors Export Company. 

4—Supplementary media in for- 
eign countries: 

(a) Radio. 

(b) Motion pictures. 

(c) Billboards and car cards. 

Direct Mail Group Meeting—Wil- 
liam W. Tomlinson, presiding, Scott 
Paper Co. 

Seeing Ideas Through, Is the Big 
Idea—Harold J. Potter, Advertising 
Manager, The Welch Grape Juice 
Company. 

Selling Dealers Direct-by-Mail— 
Charles Austin Bates, President, 
Charles Austin Bates, Inc. 

Following the addresses, time will 
be provided for discussion from the 
floor. 

Dealer Problems Group Meeting— 
C. C. Andrews, presiding, Willard 
Storage Battery Company. 

Vertical Cooperative (50-50) Ad- 
vertising—Dr. L. C. Lockley, Assist- 
ant Professor Business Administra- 
tion, Temple University. 

Practical Use of the Census Fig- 
ures in Distribution—John Guern- 
sey, in charge retail distribution, 
Bureau of the Census, Department 
of Commerce. 

Food Group Meeting—J. H. Platt, 
presiding, Kraft-Phenix Cheese Cor- 
poration, 

How the Food Manufacturer Can 
Use the Census of Distribution Fig- 
ures, by Dr. Robert J. McFall, Chief 
Statistician, Census of Distribution, 
Bureau of Census. 

Problems for Discussion: 


1—What are the advantages or 
disadvantages in the “approved seal” 
plan of the American Medical Asso- 
ciation? 

2—How profitably can combina- 
tion deals and premiums be em- 
ployed ? 

3—How to operate a Home Eco- 
nomics Department. 

4—The question of spending 
money with various types of dealers: 

(a) Independent. 

(b) Organized chains. 

(c) Voluntary chains. 

(d) Grocery trade associations. 


LEADS DISCUSSION 


J. H. Platt 
Mr. Platt, who is advertising man- 
ager of the Kraft-Phenix Cheese 
Corp., Chicago, is chairman of the 
food group of the Association of 
National Advertisers, which meets 
at Washington next week. 


5—What are the results from 
chains becoming national adver- 
tisers? 

6—Distribution through brokers 
vs. manufacturer’s own sales force. 

7—How to curb the increasing in- 
troduction of government in busi- 
ness. 

8—Private label’s challenge to 
branded merchandise. 


9—What are the advantages of 
newspaper-conducted cooking 
schools? 

10—What value may be gained 
from food shows conducted by asso- 
ciations of retailers or independents? 

11—How to get salesmen to mer- 
chandise magazine, car card, news- 
paper and radio advertising. 

Drug Group Meeting, Tuesday 
afternoon, November 17—M. W. 
Tapley, presiding, E. R. Squibb & 
Sons. 

Problems for Discussion: 


1—The effect of such changes in 
the channels of distribution as: 

(a) Pine-board shops. 

(b) Wholesale-owned retailers or 
retail-owned wholesalers. 

(c) Cooperative buying groups 
and voluntary chains. 

(d) “Agency accounts” as estab- 
lished by the larger chains. 

(e) Hidden or open demonstra- 
tors and paid clerks in selected retail 
outlets. 

2—The Phillips-Survey, its effect 
upon price cutting and its effect 
upon deals. 

3—Have free deals lost their use- 
fulness through too much use? 


4—Cooperative advertising, quan- 
tity allowances, trade discounts, etc. 

5—Hand-to-mouth buying and the 
changed attitude of wholesalers in 
regard to fast moving items. 

6—Trends in the relationship be- 
tween advertising costs and net 
sales. 


7—Counterfeiting. 


Tuesday Evening 


Radio Group Dinner Meeting— 
Kenyon Stevenson, presiding, Arm- 
strong Cork Company. 


Wednesday—9:30 A. M. 


Arthur H. Ogle, presiding, Bauer 
& Black, Division of the Kendall Co. 

Building a Business by Taking 
One Territory at a Time—Billy B. 
Van, President, Pine Tree Products 
Company, Inc. 

The Proper Sense of Proportion in 
the Use of Advertising—Charles L. 
Low, President, Charles L. Low, Inc. 

What Agricultural Prosperity 
Means to the National Advertiser— 
Frederick E. Murphy, Publisher of 
the Minneapolis Tribune. 

Luncheon—With informal discus- 
sion of Radio Research by members 
of the A. N. A. who are participants 
in the Cooperative Analysis of 
Broadcasting. 

* * & 

Note: Arrangements are being 
made to provide members an oppor- 
tunity to see and hear a demonstra- 
tion of TELEVISION. 


No. 10 of a Series 


opy this letter 
and send it to five other 
people... & 3 


That's what really brought on the depression; somebody 

broke the chain. It started with a man in Jackson Heights, 
Ges6e Geéc 

L. |., who decided to park his car in the street rather 

than build a garage. The carpenter who would have built 

the garage couldn't pay his grocer, who couldn't pay 

his wholesaler, who couldn’t pay his bank notes—and 


that was why Mlle. Josée Laval was over here with her 


meme 
Papa. All because that fellow parked his car in the street. 


The important point is that the building industry is the 
. a"ve"sn"s 


largest in America. Not among the largest, but the 


LARGEST. Paul M. Mazur, in the New York Times, 


estimates that in normal times building in the United 


io 776 


States averages $10,000,000,000. In case those zeros 


$S$SSSS 
S$S$SSSSSSS 


confuse you, that is ten billion dollars. ssssssssssss 


Right at the moment President Hoover is preparing a 

plan for the creation of a $2,500,000,000 mortgage 

discount bank. Do you grasp what that means? It means, 

according to Mr. Mazur, that home building will be 
Rares 

stimulated to the amount of $8,000,000,000. When 


that business begins, all business will begin. 


And who is the key man in all this building? Who 


ovum 
plans it and directs it and makes it effective? One 


guess, now. The architect. Right. y 4 ed 


And who represents the architect and shows his work 
TH 
at its best and acts as a connection between him and 
coocco 
the manufacturers of everything which goes into a 


house or building? One more guess. Right again. It’s 


ARCHITECTURE 


THE CREAM OF 


THE ARCHITECTS 


5,004 or 72% of our total net paid circulation 
of 7,059 is in the name of an ARCHITECT 


CHARLES SCRIBNER’S SONS 
Publishers of ARCHITECTURE and Architectural Books 


CHICAGO LOS ANGELES SAN FRANCISCO 
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Advertising Agents and Outdoor 
Advertising 


The convention of the Outdoor 
Advertising Association of America, 
held in Detroit this week, was the 
first since the industry decided to 
offer full recognition to advertising 
agencies, and was marked by an im- 
pressive gathering of leading agency 
men, who spoke in favor of the me- 
dium and of the workability of the 
new plan under which they will 
operate. 

It is certain that the outdoor field 
will benefit by a more attractive 
basis for co-operation with advertis- 
ing agents. They are the chief crea- 
tive force in national advertising, 
and no medium can hope to grow 
without their interest and friendly 
efforts. 


The fact that outdoor advertising 
has carried a representative line of 
national accounts heretofore, in spite 
of unfavorable conditions, as the 
agencies saw them, is a rather strong 
indication of the place assigned to 
the medium and its recognition by 
the national advertising field. 


One result of the new activity 
among agencies in outdoor advertis- 
ing will probably be the strengthen- 
ing of the National Outdoor Adver- 
tising Bureau, the co-operative or- 
ganization serving 200 advertising 
agencies, which clear their outdoor 
business through the bureau. Be- 
cause of the increased interest which 
agencies are expected to take in the 
medium under the new set-up, it 
seems logical to expect a marked in- 
crease in its membership. Even some 


of the larger agencies which have 
their own outdoor advertising divi- 
sions clear their outdoor business 
through the bureau, which is well 
set up not only to place but to serv- 
ice and check through field work the 
postings of national advertisers. 


The modernization of outdoor ad- 
vertising through a more workable 
arrangement with advertising agen- 
cies is being extended in other direc- 
tions as well. The development of 
real market surveys, based on accu- 
rate traffic studies, is enabling the 
outdoor industry to offer an adver- 
tising service which coincides with 
the requirements of the advertiser. 
The Harvard study which was au- 
thorized at the convention, and which 
will be underwritten with the aid of 
the Association of National Adver- 
tisers, will be a truly scientific ap- 
proach to the difficult problem of 
establishing definite relationships 
between traffic and trade. 


The outdoor medium is one of the 
oldest in the entire advertising field. 
The association which represents it 
is the oldest advertising organiza- 
tion of national scope, having started 
its work in 1891. It is especially in- 
teresting to see that this medium, 
once regarded as fatally handicapped 
by obsolete methods of operation and 
traditions which did not take ac- 
count of the needs and demands of 
national advertisers and agencies, is 
now modernizing its operations in 
every direction, and is preparing to 
deserve increased attention and use. 


The Value of a Good Name 


A good name, according to the 
Bible, is rather to be chosen than 
great riches. Great riches alone do 
not necessarily produce a good name, 
but in advertising a good name may 
easily be responsible for riches. 


Take the current experience of the 
Burroughs Adding Machine Com- 
pany, for example. This company, 
whose products are sold and adver- 
tised throughout the world, has made 
its name synonymous with high- 
grade products for mechanical com- 
putation, and by good design and 
manufacture, good selling and serv- 
icing and good advertising has given 
to the word “Burroughs” certain sig- 
nificances which may easily repre- 
sent a large part of the assets of the 
corporation. 

Now the company is preparing to 
market a standard typewriter, in 
competition with a number of excel- 
lent machines already well-known to 
business users. That in itself is a 
difficult task; but the executives of 
the company must have been en- 
couraged by the fact that in advance 
of actual presentation for sale, or- 
ders of substantial amount have al- 
ready been received. 


Many of those who put through 
orders for the Burroughs typewriter 


did so, if our information is correct, 
without having seen the machine, 
without knowing how it would look 
or in what ways it would differ from 
other typewriters, and even without 
being certain of the price. All they 
were certain of was the name. 


It would be absurd, of course, to 
say that the obvious good-will inher- 
ent in the name “Burroughs” is ex- 
clusively the result of the consistent 
advertising which this company has 
done over a long period of years; 
and it would be equally absurd to 
say that advertising has not played 
an important part in making that 
name mean something in the field of 
business equipment. 


The product itself, and the way in 
which it is sold and serviced, are re- 
sponsible for a large part of the 
good-will among actual users; but 
the advertising, in which the policies 
and ideals of the company have been 
described, along with the product, 
has created good-will throughout 
business, and has given “Burroughs” 
a meaning to many who may not 
actually have had contact with the 
product in terms of actual owner- 


ship or use. 


Information 


for Advertisers 


The following documents may be 
secured without charge by any na- 
tional advertiser or advertising 
agency from the publishers sponsor- 
ing them, or through ADVERTISING 
AGE: 


323. As Fine As We Know How to 
Make It. 


Scribner’s Magazine has issued a 
new booklet of statistics on readers 
and their buying power. It offers as a 
prelude this unusual comment: “The 
figures which follow are good—as fig- 
ures—but they are cold and uncom- 
municative when they seek to tell you 
what Scribner’s can do for you. You 
can get a true picture of that only by 
considering the figures in connection 
with the facts we have set down for 
you. Brains and heart and good red 
corpuscles go into the making of a 
magazine. They bring out the same 
qualities in a reader—and it is these 
qualities which mean something to 
an advertiser.” 


323. The Seventieth Kamily. 


The Condé Nast Publications are 
striking a new note in promotion 
with this booklet directed exclusively 
to travel advertisers. According to 
this analysis, only 400,000 families 
in the United States are active pros- 
pects for trips involving a consid- 
erable expenditure. However, this 
means from 1,200,000 to 1,600,000 
individuals. The booklet tells how 
this “70th family” may be reached. 


324. Where 1,500,000 Wisconsin 
People Go to Market. 

This pretentious volume, issued by 
the Wisconsin Daily Newspaper 
League presents “facts and figures 
on one of the most responsive mar- 
kets in America.” The territory em- 
braced by League papers bought 
$852,000,000 worth of merchandise 
in one year, according to this ex- 
position, or over 70 per cent of all 
purchased in the state. While indi- 
vidual figures are given for each 
market, totals are presented for the 
man in a hurry. 


325. Standard Market Data for 
Akron, O. 


The Akron Beacon Journal has is- 
sued this quick study of its terri- 
tory, describing Akron as a $100,- 
000,000 market. An interesting fea- 
ture is its acceptance of the retail 
trading area fixed by the Audit 
Bureau of Circulations, which is 
having one of its experts make first- 
hand investigations. 


320. Survey of Reader Interest. 


This is the Gallup survey made by 
Liberty, with the Association of Na- 
tional Advertisers as observer. The 
foreword says: “The need to think 
of circulation in terms of actual 
rather than potential readers should 
be apparent to every advertiser. Dif- 
ference in the methods by which 
magazines are sold and in their edi- 
torial appeal make circulation fig- 
ures a poor criterion of the size of 
the audience the advertiser can ex- 
pect to reach. This study has sought 
to establish by sound methods the 
actual number of men and women 
readers the average advertiser 
reaches in the Saturday Evening 
Post, Liberty, Collier’s and the Lit- 
erary Digest. 


318. School Business Is Better Than 
Ever. 

School Management, New York, 
which will make its bow in Janu- 
ary, reaching 50,000 key school ex- 
ecutives, quotes authorities to prove 
that the depression has given the 
school field its biggest year by caus- 
ing children to remain in school, 
rather than seek positions. Pur- 
chasing methods are also revealed. 


239. To Serve You. 


A profusely illustrated booklet 
describing the service available to 
advertisers through the National 
Register Publishing Co., New York, 
publishers of the Standard Advertis- 
ing Register and National Advertis- 
ing Records. 


THEY READ THE MAGAZINES TOO 


—— 


—Life 


“Don’t Say ‘We’re gonna put you on th’ spot’; say ‘You've 


,99 


been nominated for oblivion’. 


Voice of the Advertiser 


Columbia Doesn’t 
Sponsor Rebellion 


To the Editor: May we call your 
attention to an important issue dis- 
cussed on the front page of your 
edition of November 7, in which the 
position and attitude of the Colum- 
bia Broadcasting System are un- 
happily misrepresented: 

“With newspapers reducing the 
amount of space given to radio pro- 
grams or eliminating them entirely, 
the two big chain networks are tak- 
ing steps, where necessary, to place 
their programs in the hands of the 
radio public without assistance. .. . 
Where no publisher assumes the 
task, the National Broadcasting Com- 
pany or the Columbia Broadcasting 
System will fill the breach .... the 
Columbia outlet wiggled derisive 
fingers at the newspapers. ... ” 


Together with these and other 
comments, the front page of a new 
publication called “Radio Guide” is 
reproduced. 


We wish to take this opportunity 
to advise you that each of these 
statements misrepresents the Colum- 
bia Broadcasting System. This com- 
pany has had no part in either the 
planning or the sponsoring of the 
publication which you highlight in 
your article, nor in any other publi- 
cations which you mention in your 
story. 

The local stations which are on 
the Columbia Broadcasting network 
may have participated as individual 
nterprises in such local publications, 
but they have not done this as a part 
of the Columbia Broadcasting Sys- 
tem, nor have we been consulted in 


any way on this phase of such local 
activities. 


The Columbia Broadcasting Sys- 
tem enjoys and reciprocates the 
valued good will of newspapers 
throughout the country and views 
with regret an article which so mis- 
interprets us on this point. Won't 
you take steps, in an early edition, 
to correct the errors in this recent 
story which we have pointed out? 

JESSE S. BUTCHER 
Director of Public Relations, 
Columbia Broadcasting System, 
New York City 


*- * * 


Notable American 
Is Hung at Last 


To the Editor: The attached pho- 
tograph is a little bit out of your 
line, I know, but perhaps you could 
turn it over to the editor of your 
fine art page. 

Here is the dope: Advertisers In- 
corporated are sponsoring the sec- 
ond annual exhibition of commercial 
art at the Scarab Club in Detroit 
throughout November. The exhibi- 
tion consists of 169 pieces of com- 
mercial art sent in by as many 
artists from various sections of the 
country—and with all the commer- 
cial art we are giving a place to 
this one of Al. 

Norman Chase, the artist who 
painted the picture, is shown doing 
the “hanging.” 

It seemed as if this was about 
the only way that the lord of the 
underworld could be hanged. 

R. C. SACKETT, 
Director of Publicity, 
Advertisers Inc., Detroit. 


Ce ae ae a + fu ! bra Tne Yara Sas 
re 
iO 4 ee Po Ne 
“a oe ee —___} — 
are y ee | —_— 
Pe ait | 
| a | 2 i Po eo, C 
4 et x ae aR bie Sita - 2, 
; 2 ae ome. ey, ( 
: ee e i : * &. ag q wT ED y 
a te f i y, \ 
he & ne. O€ . ‘ Se eS : ee 
enemas — * ‘ : oy Cok ae : a 
| ee ‘ze af ‘ a & oe ie ae mer | 
* ae 
2 —— | @er on 3 
Bet Must. | S} Ne of 
i. & as) e\ As: 
cee tay +s | mame tiga ct ® . last 
‘fai a, % a ye ee i, 
7 4 fe pee emma i¥ a. ; J ‘? ’ i‘: a Sole i id : rd ‘S y i. } 
. ———————— : og isa 7 = re nad 
e Nes ae | oie a | CS. eat TSS tior 
Me — evn I ae seg ae dail 
ae ee UV eee om 
a —————_—__——— _ ——_______—. , SS) et oe T 
a ee Jo 
pe ou 
a es | or 
ez | ” 
ae LC  ; not 
se oie ——— —— ies 
4 ee ———V—wownVeeee— A 
sas ES por 
exa 
po com 
att ; 
Bie! ee illu 
Vhs Sere | | Sar 
; | Pin 
cou 
con’ 
new 
and 
cre: 
wer 
ag c 
2 i 
aaa Ser 
; car 
i oF gas 
ei Le Que 
=} tion 
| a to t 
T 
for 
whe 
r pos 
ing! 
"2 acri 
V 
Oil 
, | pre 
eee Tre] 
vee Gre 
Co. 
en dire 
See ee Ger 
ae den 
a tric 
pee Foo 
: ture 
= | te 
Tog Cor 
Bl Dry 
F 
sect 
ae. eee ede, 7. SC ae age ana i, eee liat 
ta: ee Se a fe tS ee eae ce Ca 
AT ie pe ie fe a ee a eee sae fhe ae S 
ae yee pee rae, al an she: rer i Sg a 1p es See in ge hav 
oe Sn a OI gE ee POE oe a, Fes ae ee bi ated aly. As ; ee 
$i Sas St > a > i ome ee or 3 ee : ce oe 
: ne ON ns Ns Oe [| ee aga 
SS oe - ae ” \ . i 2 wg =e 
ae es = hes Le es, 
— a : 3 vess 
; 2 ¢ ee if es me 
; a 3 ee a ‘ : pe * 
—_ ie, a8 $2 
— a - Pes <a 
% ‘ 4 ey T 
SS. (ae a “FE ing 
See ae hy | Bo ell Bui 
2s Aaa Bee ~~. eis ve ifaa 
Bess: ee. \ a é “ eS é | L , — 
3 ees =F oe — hee tom 
aaa -_ saditie: < Sie ee fo ther 
ee Re a. Fat $ RS at ie, oem F 
Be, a ; i 
i 3 ot % oy % "i F Bie Sete ie are 
— * td ae a Bi & desc 
ae: BS. aa ae gis * Tory Fae Jet’ .7 : 
| 7 se ba ae oa . - oh - a ss % 2 ae ame ay! x 
: ee i. ee. - 1 SD ede. tee AL eae 
aie eee. : ee. ee les . Saas oS 
—- ee Te. ft pe a es ees J 
a 2. OME cod 1, ge Se ees ar. 2 ae ref} 
oe eee | es a « Mor 
mye? Pts. ere os at, aes ae ie won 
at ayer - f oy 2 Sea - + - a i aes We: 
H 
ee | on 
Norman Chase and his new painting of Al Capone. age: 
* es tea SRE ee Secon oe ee Re Ce eo atig ae Siasy Benen a a ae A) Gg ee ns aE AE ee 4s og hat adh x os ee ee . : oe oan Cae kee - 
te). Re a a aa a eerie: ee. ee ee nee eae cs 
ee ee ae ai eae ee ey eas a ee Roce mea Lee ee eee Clot to eee uc oe ere : Kady agate ry Pte ain es ie ree ae 
Re . pr s- ah oT uae 5 ere iad Ee ae aC heirs TP Res ae ck eeoee” es soe 7 me st oa 2 eg ti a e cen Perey. 
a ae = ee ee jee i ail foo Si taghs ke SR are Sy Meee ee eZ “SS =. Taig tens 


November 14, 1931 


ADVERTISING AGE 


CANADA PAPERS 
CAN'T REDUCE 
RATES EITHER 


Toronto, Canada, Nov. 12— 
Neither daily nor weekly newspapers 
of Canada can cut their rates, the 
Association of Canadian Advertisers 
was informed at its annual meeting 
last week. 

H. B. Muir, president of the Ca- 
nadian Daily Newspaper Associa- 
tion, explained the status of the 
dailies, which he asserted, have been 
unable to reduce their expenses. 

The same is true of weeklies, ac- 
cording to Lorne Eedy, of St. Mary’s 
Journal-Argus, who asked for great- 
er consideration of the small weekly 
paper. It fulfills a function which is 
not duplicated by metropolitan dail- 
ies coming in from outside, he said. 

A. M. Miller, of the Chrysler Cor- 
poration, criticised agencies which 
exact more than the normal agency 
commission from struggling small- 
town newspapers. 

The designing of packages was 
illustrated by J. E. Sampson, of 
Sampson-Mathews, who selected the 
Pinaud line as an example of what 
could be accomplished with artistic 
containers. Dummies of proposed 
new boxes for Pep breakfast food 
and the paneled jars which have in- 
creased sales of the Sherriff line 
were displayed. 


Weakness for Red 


C. E. Holmes, Holmes Advertising 
Service, described the introductory 
campaign for the green Three Star 
gas of the Imperial Oil Company in 
Quebec, explaining that the tradi- 
tional French weakness for red had 
to be overcome. 

The Tuckett Tobacco campaign 
for Buckingham cigarettes was out- 
lined by Vice-President L. R. Greene 
who explained how the tie-in of 
poster soldiers with the idea of Buck- 
ingham Palace had put the idea 
across. 

W. F. Prendergast of Imperial 
Oil was elected president. New vice- 
presidents are W. J. Henderson, 
Swift Canadian Co.;W. G. McGrue- 
ther, Canadian Industries; H. M. 
Ireland, General Motors and L. R. 
Greene, Tuckett Tobacco Co. 

V. A. Smith, Parker Fountain Pen 
Co. is treasurer, with the following 
directors: H. H. Rimmer, Canadian 
General Electric Co., retiring presi- 
dent; R. J. Ambler, Northern Elec- 
tric Co.; R. K. McIntosh, General 
Foods Corp.; J. P. Lyons, Manufac- 
turers’ Life; Walter Kiehn, Rogers- 
Majestic; A. M. Miller, Chrysler 
Corp., and J. M. Raymond, Canada 
Dry Ginger Ale. 

F. E. Clotworthy was re-elected 
secretary. 


New Policies Help 


Premium Receipts 


Hartford insurance companies affi- 
liated with the National Bureau of 
Casualty and Surety Underwriters 
have increased volume by offering 
special protection to small store- 
keepers. 

One such policy protects dealers 
against burglary, robbery and kid- 
naping. Another is offered to church- 
es, which may now protect sacred 
vessels, vestments, etc. 


$25,000 First Prize 


in Buick Contest 
_ The Buick Motor Company is offer- 
ing $50,000 for the best answers to 
the question: “Why does the new 
Buick eight, at new low prices, again 
confirm the pledge, ‘When better au- 
tomobiles are built, Buick will build 
them.’ ” 
First prize is $25,000. Entrants 
are referred to dealers for booklets 
describing the new model. 


Law of Averages 
Works for Wanner 


J. M. Wanner, 70-year old electric 
refrigerator salesman of the Edgar 
Morris Sales Co., Washington, D. C., 
Won the national contest of the 

estinghouse Electric & Mfg. Co. 

Is system is to make 40 or 50 
calls a day, letting the law of aver- 
ages work for him. 


NEW PUBLISHER 


Val A. Schlitz, former general 
advertising director of Stanco, Inc., 
New York, now vice-president of 
Screenland Magazines, Inc. 


Traffic Lights 
Big Factorin 
Retailers’ Sales 


New York, Nov. 12—Traffic lights 
are an important factor in sales and 
window displays, the Liggett & 
Myers Tobacco Company found in 
studying a display installed in the 
Schulte store at the northeast cor- 
ner of Fifth avenue and 42nd street. 

This store is said to have the 
largest transient retail tobacco trade 
in the world, cigarettes being the 
most important item. Clockers found 
that 480,000 persons pass this cor- 
ner daily. 

In the current study it was found 
that when the Fifth Avenue traffic 
light flashes red there is an imme- 
diate rush of customers from the 
Fifth Avenue side. 

When the red light shows against 
42nd street traffic the influx shifts 
to 42nd street, pedestrians taking 
advantage of the enforced wait to 
buy a package of cigarettes while 
the light is against them. 

It is estimated that 40 per cent 
of this store’s customers are women, 
as compared with 20 per cent six 
years ago. 

The Chesterfield display shows a 
group of four girls clad in colorful 
lounging pajamas reading one of the 
Chesterfield advertisements, “My 
Sweetheart Smokes ’em—He Knows.” 
Diffused light from foreground boxes 
flashing alternately help secure at- 
tention. 


Griffin New Chief 


of Advertising Post 

Archibald Griffin, Aetna Photo- 
Engraving Co., was elected com- 
mander of Advertising Post No. 209, 
American Legion, New York, suc- 
ceeding Milo Sutliff, of the Literary 
Guild. 

Herbert R. Schaeffer, Erwin, 
Wasey & Co.; Jules B. Martell, Ep- 
penbach, Inc., and Edward Dalton, 
Collier Service Corp., were elected 
vice-commanders. Nichols J. Brooks, 
Fishler, Farnsworth & Co., is his- 
torian and Stephen Brigham, Inland 
Daily Newspapers, Inc., is king of 
the pool. 


Agencies Contribute 


to Newark School 


Advertising agencies of Newark 
and New York provided copy in vari- 
ous stages for the exhibit of the 
Newark Public School of Fine and 
Industrial Arts, ending Nov. 14. 

The exhibit was designed to show 
every process through which an 
advertisement passes before it is 
ready for publication. 


Jackson Gets Club 


The Jackson (Miss.) Advertising 
Club has been formed with W. F. 
Powell as chairman; Charles H. Al- 
len, vice-chairman and George W. 
Godwin, secretary-treasurer. 


Farrell to Wed 


Richard Farrell, New England 
publicity director for RKO theaters, 
will wed Lea Duhamel, prominent 
member of the Women’s Advertising 
Club of Providence. 


The 


oalhly - 
[ 


““NATIONA 


A NATIONAL 
PROGRAMME FOR 
NATIONAL ADVERTISERS 
GUARANTEED CIRCULATION 


oe 115,000 
RATE $1.00 PER LINE (No increase) 


APRIL 1, 1932 — 145,000 
RATE $1.25 PER LINE 


OCT. 1, 1932 — 180,000 
RATE $1.50 PER LINE 
(Two, Three and Four-Color Rates in 
Proportion) 


These rates, unusually low for first-class 
magazine circulation, are still more at- 
tractive by reason of the substantial 
bonus circulation which advertisers will 
receive during 1932. 


Contracts to be on a split basis, bearing 
the rates applicable to the periods in 


Already! 


Two months ago, The Western Home Monthly 


“went National.” 


The expansion programme announced an 
objective of Dominion-wide distribution, with 
a total guaranteed circulation of 180,000, 
including 80,000 in Eastern Canada to be 
achieved by October 1st, 1932. 


Expectations are being more than fulfilled. 


Print order for the 
1931) is 140,000. 


ADVERTISERS IN 


A_ BONUS OF 25,000 ADVERTISING 
MESSAGES OVER THE GUARANTEE 
FOR THAT MONTH. 


Glance through the attractive pages of 


which the space is to be used. 


“Canada's Greatest Magazine” and you will 
quickly understand why ‘The Western Home 
Monthly” has found immediate favor with 
magazine readers in Eastern Canada, and why 
circulation figures are so far outstripping the 


objectives set. 


or Write the 


HE WESTERN 


ME MONTHLY 


PUBLISHED AT WINNIPEG, CANADA 


EASTERN OFFICE: 415 TORONTO HARBOUR COMMISSION BLDG., TORONTO, CANADA 
WESTERN OFFICE: 713 HEARST BLDG., SAN FRANCISCO, CALIFORNIA 


“CANADA'S GREATEST MAGAZINE” 


Consult Your Advertising Agency 


next issue (December, 


THIS ISSUE RECEIVE 


Publishers Direct 


Sheep Shearing 
Contest Held 
for Wool Week 


Boston, Mass., Nov. 12—With a 
spectacular sheep shearing contest 
on Boston Common Tuesday and 
with cowboys from a rodeo as an- 
other feature, National Wool Week 
is being observed here. 

The observance was dignified by 
a proclamation from Gov. Ely, and 
the “Week,” sponsored by the Gov- 
ernment through the National Wool 
Marketing Corporation, is endorsed 
by the Boston Retail Board and other 
business organizations. Gov. Ely 
pointed out that Massachusetts citi- 
zens have enjoyed a commanding 
position in the world’s wool trade 
for nearly 200 years. 

As throughout the rest of the 
country the retail dry goods stores 
of the city held displays of woolen 
fabrics and special promotion to 
show the desirability of wearing 
woolen fabrics. There was a con- 
test for the best window display of 
wool materials. 

The big program was carried out 
by the wool committee, headed by 
William F. Febiger, president of the 
Boston Wool Trade Association. 


Newspaper advertising was sup- 


plemented by broadcasts from sta- 
tions WNAC and WEEI. Posters, 
of which miniatures were liberally 
distributed, were placed in windows 
of wool trade offices and elsewhere. 
At the North and South Stations 
wool exhibits and flocks of live sheep 
in charge of a shepherd were shown. 


Club Members Must 


Impersonate Product 


Each member of the Women’s Ad- 
vertising Club of Chicago must im- 
personate some Chicago product at 
the 14th annual birthday party at 
Grayling’s at 6 p. m., Nov. 17. 

This is in line with the current 
club theme, “Advertising and Chi- 
cago’s Fame.” 


Predict Expansion 
in Car Production 


The Detroit Free Press this week 
predicted production of $120,000,000 
worth of new automobiles within 60 
days, followed by even heavier 
schedules. 

“New models will make their ap- 
pearance in rapid succession,” the 
paper said, “and factory wheels are 
being tuned up to new high speeds.” 


Heads Radio Group 


Capt. Howard W. Angus has been 
appointed chairman of the newly 
formed radio advertising division of 
the Advertising Club of New York. 


McClure Again Heads 
Sunday Evening Club 


W. Frank McClure, vice-president 
of Carroll Dean Murphy, Inc., Chi- 
cago, has been elected president of 
the Wilmette Sunday Evening Club 
for the 17th year. 

This unique experiment, founded 
» Regn McClure, is known far and 
wide. 


Clock Makers Battle 
The Warren Telechron Company 
filed suit against the Hammond 
Clock Company in the United States 
district court at Wilmington, Dela., 
alleging patent infringement. 


Stein Earns Dividend 


A. Stein & Co., Chicago, Paris gar- 
ters, will more than earn dividends 
in 1931 with an estimated net of 
$506,824. 


Winchester Arms Quits 


The Winchester Repeating Arms 
Co., New Haven, will be sold to the 
Western Cartridge Company Dec. 15. 


R. J. Oliver Dead 


Robert J. Oliver, part owner of the 
Reidsville (N. Car.) Review, died 
suddenly Nov. 7. 


$100 for Name 


The Ruff Coffee Co., Atlanta, is 
offering $100 for a name for a new 
brand of coffee. 
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CHARGES TRADE 
PRACTICES ONLY 
“SMOKE SCREEN” 


Texas Official Sues Gasoline 
Marketers 


Austin, Tex., Nov. 12—Alleging 
violation of the state anti-trust laws, 
James V. Allred, Texas attorney 
general, filed ouster suits against 15 
oil companies and two petroleum 
trade associations. 

The suit charged a nation-wide 
conspiracy to dominate the market 
for gasoline and oil by destroying 
independent filling station operators. 

The defendents are the American 
Petroleum Institute, Texas Petro- 
leum Marketers Association and the 
following: Standard Oil of New 
Jersey, California and New York, 
Shell Union Oil Corp., Humble Oil 
& Refining Co., Pasotex Petroleum 
Co., Continental Oil Co., Sinclair Re- 
fining Co., Magnolia Petroleum Co., 
Simms Oil Co., Shell Petroleum 
Corp., Cities Service Oil Co., Texas 
Pacific Coal & Oil Co., and the Texas 
Company. 


“Dominate Marketing” 


The defendents are charged with 
“having been engaged since Nov. 20, 
1929, in a systematic program of ac- 
quiring all independent filling sta- 
tions in Texas, fixing the price of 
gasoline and petroleum products and 
of filling station equipment, lessen- 
ing and eliminating competition 
among themselves and_ generally 
dominating the marketing branch of 
the industry.” 

This practice, the attorney general 
alleges, was carried out under the 
guise of complying with a code of 
practices “with the purported ap- 
proval of the Federal Trade Com- 
mission.”” The commission’s approv- 
al of the trade practices adopted in 
July, 1929, the Texas official asserts, 
was “without authority of law.” 


VITAMIN D 
CAUSES SUIT 


Louisville, Ky., Nov. 12—A_ suit 
filed by the General Baking Com- 
pany in the Federal Court here asks 
that the Grocers Baking Co., of 
Louisville, be restrained from us- 
ing advertising laying stress on 
“Sunshine Vitamin D.” It also seeks 
an accounting on profits made by the 
defendant and damage suffered by 
the plaintiff. 

The suit said that from 1915, to 
May, 1931, the company spent $11,- 
500,000 advertising its brand of 
bread, sales during 1930 being 287,- 
780,000 loaves. It recites that on 
Feb. 7, 1931, it was granted exclu- 
sive right by National Foods Ltd. 
to incorporate vitamin D in bread 
throughout the United States. 

Prior to this time, the company 
alleges, no table food contained this 
vitamin in sufficient quantities to 
promote or preserve health. 

The suit charges that Grocers 
Baking Company infringed by adver- 
tising bread containing vitamin D, 
crediting Columbia University with 
the development of the vitamin. The 
University of Wisconsin was the real 
discoverer, the suit says. 


Neon Net Steady 


For the nine months ended Sept. 
30, net of the Claude Neon Electrical 
Products Corp. of Delaware, after 
all charges, was $547,199, approx- 
imating that of 1930. 


Dodge Advances Purvis 


After five years as passenger car 
sales manager, W. M. Purvis was 
appointed general sales manager of 
Dodge Brothers Corporation this 
week, 


TRAVELING MEAT CASE EDUCATES RETAILERS 


A Chicago packer designed this unique equipment so that truck salesmen could invite 
dealers to the curb for an object lesson in how to trim their cases with the company’s 


products. 


NEW CABINET 


(y 


“Parents’ Magazine” 
Rates Start in ’33 

The new base advertising rates of 
The Parents’ Magazine, New York, 
reported by ADVERTISING AGE as 
effective Jan. 1, will start on that 
date in 1933. 

The new guarantee will be 300,000 
A. B. C. and the new page rate is, 
$1,350, representing for many adver- 
tisers a rate reduction of 40 per cent 
in two years. 


Get A. F. A. Charter 

The Advertising Federation of 
America will grant a charter to the 
newly organized Advertising Club of 
Syracuse, N. Y., Nov. 23. H. M. 
Messenger, of the A. E. Nettleton 
— Company, heads the Syracuse 
Club. 


Report on Shoe Chains 

The Harvard Bureau of Business 
Research has issued Bulletin No. 86, 
“Operating Results of Shoe Chains 
in 1929,” the second of a series on 
chains. 


Place Candy Copy 
Martin-Pilling-Shaw, Philadelphia, 
are the new agency of the J. Frank 
Shellenberger Co., Philadelphia, 
en cough wafers and choco- 
ates. 


Agency for Chemicals 
S. M. Laboratories, Inc., Seattle, 
chemical products, has retained the 
William Sheets Advertising 
Agency, Seattle. 


Appoints Ayer 
Compagnie Generale Transatlan- 
tique, French Line operating com- 
pany, has appojnted N. W. Ayer & 
Son, New York, to handle its ad- 
vertising. 


Thinks Radio 
Cabinet Must 
Be Different 


Chicago, Nov. 12—Believing radio 
manufacturers have made a serious 
mistake in trying to make their prod- 
uct look like some familiar piece of 
furniture, instead of what it is—an 
object without a counterpart — 
Oliver P. Fritchle has secured pat- 
ents on a cabinet which possesses 
individuality, while bearing no re- 
semblance to any other piece of fur- 
niture or musical instrument. 

He is now negotiating with radio 
manufacturers for its use. 

Mr. Fritchle, who is widely known 
as an automotive and radio engi- 
neer, also believes radio manufac- 
turers have strayed far from sound 
principles of acoustics in most of the 
cabinets now on the market. 

“So far,” he commented, “the 
radio cabinet designer has used for 
his models some known type of fur- 
niture, such as a phonograph cab- 
inet, book case, writing desk or 
grandfather’s clock, and the radio 
chassis engineer was not confined to 
any specific dimensions or propor- 
tions. 

“As a result, the radio instrument 
components were, figuratively speak- 
ing, thrown into a square box, leav- 
|ing more or less superfluous space 
for undesirable resonance and rub- 
bish storage. 

“As the cabinet is not pleasing to 


the eye, the top is invariably dressed 
up, in the home as well as in the 
|manufacturers’ advertising, with 
| vases, statues, clocks, 
| pictures. 

“The curved top not only provides 
/an ideal location for the speaker 
|compartment, but eliminates panel 
resonance, which is usually the cause 
of the barrel or boxy sound so notice- 
able in voice reproduction.” 


Bernarr Macfadden 
Makes Radio Record 


A discussion of the “Back to the 
Farm Movement” by Bernarr Mac- 
| fadden, chief of the Macfadden Pub- 
|lieations, was made by Standard 
|Sound Recording Corp., New York, 
|and broadeast over WOV Nov. 4. 

Mr. Macfadden visited Chicago 
| last week in his private plane. 


| 


American Woolens 


Resumes Advertising 
After a reorganization a year ago, 
the American Woolens Company, 
New York, will shortly inaugurate 
a new campaign. 
Advertisers Inec., Detroit, is in 
charge, with P. A. Revelt account 
executive. 


Torrance Changes Line 

R. C. (Torchy) Torrance, who has 
been with the Foster & Kleiser Com- 
pany for five years, has become an 
executive of the Western Printing 
Company and Wood & Reber, Inc., 
Seattle agency. 


Names Toledo Agency 

The United States Advertising 
Corp., Toledo, is the new agency of 
the American National Co., Toledo, 
world’s largest manufacturer of 
children’s vehicles. 


CO-OPERA TION 
Ultra-Violet Light 


Leading Manufacturers offer special fixtures at Aa// Previous prices 
New Mayda Sunlight Lamp uses 60% Less Current 


_ 


lamps and) 


Nineteen manufacturers have 
_joined in the sale of ultra-violet 
fixtures under the general supervis- 
—_ of General Electric Co. 


Starts Monthly 


in Rotogravure 


| for Plumbers 


Chicago, Nov. 12—Life promises 


plumbing and heating experts now 
that the Dole Valve Company has 


Events,” 
monthly. 

The initial issue contains pictures 
labeled, “Fur-Clad Mermaids,” “Gam- 
boling on the Green,” “Constance 
Bennett” and 
While Miss Bennett’s portrait was 
somewhat disappointing, showing 


a four-page rotogravure 


paper was more in harmony with 
the trade’s ideas of what constitutes 
interesting scenery. 

A bartender is shown handling six 
steins without apparent difficulty. 
The tie-up runs like this: 

“The jovial bartender extends to 
our readers a big broad smile of wel- 
come and a promise of something to 
come. At the same time, the Dole 
Valve Company extends a_ hearty 
welcome to our new picture paper 
and a promise of something to 
come.” 

Stuart G. Phillips, advertising 
manager of the company, said the 
new paper ties in with the dramatic 
trade paper campaign in which Dole 
borrowed a Listerine idea by sug- 
gesting specific sales to plumbers in 
inserts in color under the caption, 
“Buy your wife a new hat with the 
profits.” 

“Dole Vent Events” will have a 
monthly run of 20,000. 


Bar “Hudson” from 
Retail Fur Copy 


The use by a retailer not connected 
with and without the permission of 
the Hudson’s Bay Company, of any 
name including ‘‘Hudson” has been 


of California. 

The defendant used “Hudson Bay 
Fur Company” for stores in San 
Francisco and Oakland. 


to be more interesting than ever for) 


begun publication of the “Dole Vent | 


more of the same. | 


only her face, the remainder of the | 


enjoined by the United States Dis- | 
trict Court for the Northern District 


MAKES DARING 
BID FOR FAG 
ADVERTISING 


New York, Nov. 12—Yarrington 
& Ceder, Inc., small New York 
agency, made a sensational bid for 
a cigarette account with seven-col- 
umn space in a local newspaper 
offering a new copy plan. 

The American Association of Ad- 
vertising Agencies frowns on specu- 
lative copy, but Yarrington & Ceder 
are not members of the Four A’s, 

The copy offered a specific plan 
to any cigarette manufacturer who 
might crave a larger volume of busi- 
ness than he is now getting. Further, 
it presented an advertisement, ready 
to be run, with the addition of a 
brand name, by any cigarette man- 
ufacturer willing to adopt American 
cigarette paper. 

M. M. Yarrington, president of 
the agency, said coupons came back 
from 23 states. The copy, headed, 
“Cigarette Manufacturers — You’ve 
stressed the tobacco, the blend, the 
secret process and the package—now 
what?” boosted American-made ciga- 
rette paper and asked the reader if 
he would not support a manufac- 
turer who switched from the present 
imported stock to a domestic sheet. 

Yarrington & Ceder do not han- 
dle any paper manufacturer’s adver- 
tising, but armed with coupons, they 
say they are prepared to present a 
strong case to any such manufac- 
turer interested. 


WILL SERVICE 
HOME TALKIES 


New York, Nov. 12—Talkies, Inc., 
designed to provide a supply of talk- 
ing pictures for home _ projection 
opened here this week as the first 
of 150 exchanges to be established 
throughout the country. Additional 
branches will be opened in Boston 
/and Philadelphia in the immediate 
future. 

Dr. Henry J. Miller, vice-president 
in charge of educational activities, 
explained that dealers handling home 
| talking equipment will rent films and 
records from the exchange for $1 per 
/reel and record per week, provided 
they call for the equipment. Other- 
wise the charge will be $1.50. 

A re-rental charge to the consumer 
of 75 cents per night, with 75 cents 
for the week-end, was suggested. 
Dealers were told they could order 
as much or little as they wished. 
Neither will they be burdened with 
repair work, which will be handled 
| by the central organization. 
| "The retailers present at the meet- 
ing were those signed up by the 
Sparks-Withington Co., Jackson, 
Mich., producer of the Visionola; 
| Sprague Specialties Co., North 
| Adams, Mass., maker of the Visivox, 
and International Projector Co., 
New York, manufacturing the Sen- 
trola. 

All dealers handling these lines, 
it was announced, will be eligible for 
| film service from Talkies, Inc. All 
| other manufacturers of home talkies 
will be invited to affiliate with the 
| new organization. 


| Alvin Takes Ten Pages 


in Jewelry Magazine 
|_ The Alvin Corp., silversmiths of 
| Providence, R. I., used 10 pages in 


| the November issue of The Keystone 
| to urge retailers to stock the com- 
plete line. 

| The first and tenth pages were 
| regular run of paper, the other eight 
| consisting of an insert in color. 


| 
| 
| 
| 


| Scheel Attendénes 
Shows Slight Loss 


The loss in school attendance is 
| only 3 per cent below that of a year 
ago, N. W. Ayer & Son found in 
their 14th annual census. 

In 1930, the schools studied had 
an attendance of 93.8 per cent of 
capacity, with 90.6 per cent this 
year. 
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>» EXTRAORDINARY 


Md. ING of the laugh-makers, stage star of the first 
red water, cinema and radio "celebrity, author, 
he humorist, — Eddie Cantor —grand fellow. He it is 
- who makes the millions laugh. His artistry is perfection. His 
nd keen wit scarcely can be matched. Entertainer extraordinary, 
- now at the peak of fame. But what a boyhood his. 

of * ® 

nk What This Boy Did 

‘he Born on the lower east side of New York, orphaned at the age of 
ga. two, Eddie Cantor learned in an extremely hard school. At an early 
fae age he made up his mind to become an actor—an outstanding actor. 
on At 10 he was on his way, an entertainer at a summer camp. At 13 
ra he was a political stump speaker. At 14 he made his debut at Miner's 
+ Bowery Theater. Then singing waiter at Coney Island. Up, up, now 


with each engagement. Soon eight shows a day in Hoboken and 
Brooklyn. Then big-time vaudeville. Up, up, always up. ” Zieg- 
teld Follies,” “Kid Boots,” ““Whoopee,” “Palmy Days,” and 

oN Hollywood —the radio— author of best sellers. Up, up, always 
up. Eddie Cantor literally fought himself to the top — the tip 


re top, surmounting incredible obstacles, undaunted by dis- 
= \ appointments, conquering terrifying adversities, his boyhood 
er \ ambition always driving him on — to become an entertainer 
_ \ extraordinary. 

liate | 

_ 5 Boys Are Like That 

10ome % * J . . 

— With a boy’s mind set on something he wants, there 
ded is no stopping him short of the goal. What a mar- 


ket, the boy market! Youth, determined, eager, 
— EDDI e C ANTOR gets what it wants. Sell the boy in the home, the 
sted. 


whole family is yours. What a market, this boy 


No more fascinating biography exists than Eddie modern American satire. Frequently you may hear : ae . . ’ 
— Cantor's “My Life Is In Your Hands’ (Harper). Eddie Cantor on the air and you may see him in his market what truly extraordinary media, boys 
idled His now famous “Caught Short’’ still sweeps the latest United Artists’ feature ‘“Palmy Days’’. Eddie magazines. No advertiser who has not himself 
country only to be surpassed by his latest “Yoo Cantor's personality is without peer in American ‘ h hi ld b li h | 
neet- Hoo Prosperity’, a humorous essay on present entertainment. seen wit Is Own eyes, wou elieve the results 
B.. conditions that ranks with anything of its kind in obtainable through boys’ magazines. 
nola; 
Jorth 
‘ivox, = 
Co., 
Sen- 
lines, All boys’ magazines are strong media. Of these extraordinary media The OPEN 
. pe ROAD for BOYS claims to be overwhelmingly the best, outstandingly the most powerful 
/_ advertising medium — and it backs this claim with a positive guarantee, rebate backed. 
he Only a magazine of unquestioned pulling power, with complete confidence in its worth, 
could guarantee results like this. No more guess work. The OPEN ROAD for BOYS 
zine Magazine is first because it guarantees to be first. Write for details. 
hs of 
es in 
stone 
com 
were 
y Geen AD BOYS 
yr. 
~_ BOSTON CHICAGO AD Ss ee on ROCHESTER LOS ANGELES 
vee E. A. Piller Dwight H. Early 122 East 42nd Street, New York City Paul F. Herrick Hallett E. Cole 


ad 2 130 Newbury St. 100 N. LaSalle St. 823 Powers Bldg. 846 So. Broadway 
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MACHINE TOOL 
INDUSTRY SAYS 
SLUMP IS OVER 


Cleveland, O., Nov. 12.—If the 
machine tool industry, which has 
long been regarded as a barometer 
of business conditions, lives up to its 
reputation, happy days are ahead, it 
was indicated at the industrial mar- 
keting conference held here by the 
American Management Association. 

The consensus in this basic indus- 
try was that a general and sig- 
nificant upturn has taken place in 
the last 60 days. One expert pre- 
dicted that the rise would continue 
until next May, a leveling or a re- 
tardation following until fall, after 
which a rapid recovery to or slightly 
above normal would be reached by 
the middle of 1933. 

Price determination was a mooted 
subject. One speaker made these 
points: 

1. In too many cases the sales 
manager does not know what effect 
a given price change will have upon 
consumption of the product. In 
many cases it will have practically 
no effect. 

2. In too many cases he does not 
know what effect the price change 
will have on profits because he has 
been in the habit of pro-rating fixed 
costs and this ratio changes when 
the price is cut. 


Fixing Sale Price 


38. The cost of producing a com- 
modity should have nothing to do 
with its selling price. The latter is 
controlled by outside factors, includ- 
ing what competitors are doing, the 
volume the market will consume at 
a given price level, the savings made 
by the product, its desirability, etc. 

4. Back log business (large orders 
at low prices to keep the plant busy) 
is dangerous because it does not 
carry a normal part of overhead, 
administrative and sales expense. 
The remainder of the busines must 
be priced higher. 

E. S. LaRose, assistant comptroller 
of the Bausch & Lomb Optical Com- 
pany, credited budgets with helping 
the company maintain profits in the 
last three years. 

He asserted that of 298 hundred- 
million dollar corporations in this 
country, only 33 operate on fairly 
complete budgets, if a technical 
definition is accepted. 

The B. & L. budget, he said, is 
not only a planning system, but a 
plan for systematizing the search 
for the source of trouble when 
something goes wrong. The individ- 
uals disturbing the status quo can 
be picked immediately from a cus- 
tomer list of 22,000. 

The budget represents not what 
the company hopes to sell but what 
it knows it can sell during the 
coming year. 


John Clayton Joins 
Albert Frank & Co. 


John Clayton is a new account ex- 
ecutive with Albert Frank & Co., 
Chicago. 

Mr. Clayton was formerly adver- 
tising manager of the Royal Tailors 
and also served Buckley, Dement & 
Co. He has addressed a number of 
advertising clubs. 


Reinsch Wins Prize 
Leonard Reinsch won the annual 
D. F. Keller prize at Northwestern 
University, his subject being “Han- 
dling Radio Advertising and Making 
It Pay.” He is with Airway Sales 
Engineers, Chicago. 


Agency for Torex 
Cowan & Dengler, New York, will 
use New York newspapers in an in- 
troductory campaign for Torex, con- 
centrated beef product, International 
Products Co., New York. 


Carey Succeeds Bryn 
Leonard Carey has become art di- 
rector for Erwin, Wasey & Co., Chi- 
cago, succeeding Oscar M. Bryn, 
transferred. 


SELLS THE AIR 


George E. Bounds, sales director 
for Parks Air College, founded the 
“Quantico Leatherneck,” oficial 
paper of the U. S. Marine Corps. 


Enrollment at 
Air University 
Reaches Peak 


East St. Louis, Ill., Nov. 12— 
Though its course costs more than 
ever before, enrollment at Parks Air 
College reached its capacity Nov. 1. 

The school, designed to create pro- 
fessional flyers for the country’s air 
transportation systems, added new 
features this year which made the 
cost to the student $4,250 for 19 
months. 

The “university of the air” adver- 
tises in 36 magazines, all of the copy 
featuring a 48-page catalog, “Sky- 
ward Ho!” printed in color. The 
school has substituted a question- 
naire for the form letter formerly 
dispatched with the catalog. 

The follow-up is designed to in- 
duce the prospect to send this ques- 
tionnaire. After he does send it, he 
receives three personally dictated 
letters. If he does not enroll as a 
result of these letters, little further 
effort is spent on him. 

The policy, as expressed by George 
E. Bounds, director of sales, is 
quickly to weed out those who seek 
information without the finances 
necessary to take the course. 


Poultry Exposition 
to Frank B. White 


The Frank B. White Co., Chicago, 
will use Chicago and outlying news- 
papers for the Chicago Coliseum 
Poultry Exposition Dec. 1-6. 

Frank B. White, president of the 
agency, has been appointed chair- 
man of the publicity commitee of 
the American Poultry Association. 


Kansas Operators in 
Co-operative Effort 


The committee on public informa- 
tion of the Southern Kansas Coal 
Industry has started a newspaper 
campaign in Kansas City, Topeka, 
Omaha and Lincoln, featuring a red 
and blue label. 

The Loomis-Baxter- Davis Co., 
Kansas City, is in charge. 


Daily Publishes 
“Treasure Islands” 


The national advertising depart- 
ment of the Honolulu Advertiser 
has started “Treasure Islands” as a 
weekly paper to provide contact with 
advertisers. 

The initial issue contained four 
pages. 


“Wobblemeter” Tests 
Motor Car Qualities 


The Pioneer Instrument Co., New 
York, has invented the ‘“wobble- 
meter” to measure human fatigue. 

The device is expected to prove 
popular in the automotive field, 
among others. 


Get Clothing Account 

H. Daroff & Sons, Philadelphia, 
men’s clothing, have appointed Hir- 
shon-Garfield, Inc., New York, who 
will use newspapers and_ trade 


napers. 


BUSINESS PRESS © 
LOSES PIONEER 
IN CALLENDER 


Chicago, Nov. 12—The thinning 
ranks of pioneer business paper pub- 
lishers were further depleted Nov. 9 
when W. D. Callender, president of 
the Tradepress Pub. Corp., Chicago, 
died at the Highland Park (IIll.) 
Hospital, of a cerebral hemorrhage 
following a brief illness. 

Besides publishing Rock Products, 
Barrel and Box and Concrete Prod- 
ucts, Mr. Callender was the prin- 
cipal owner of the Trade Journal 
Co., New York, publisher of Trunks 
and Leather Goods. 

Born in Rensselaer, N. Y., Mr. 
Callender entered the publishing field 
as a youth in the employ of an uncle 
who owned a local newspaper. 


Ancient Rivals 


He saw in the business press a 
tool destined to be of increasing 
value as the years passed and as far 
back as the 90’s he became adver- 


tising manager of The Wheel, lead- 
ing cycling trade paper of that day. 

In this role, he was a friendly 
enemy of Paul I. Aldrich, then asso- 
ciate editor of a rival sheet, Amer- 
ican Wheelman, of New York. Later, 
Mr. Callender became advertising 
manager of National Provisioner, 
then published in New York. He 
left shortly before his erstwhile com- 
petitor became editor of that paper. 
When National Provisioner moved to 
Chicago with Mr. Aldrich as pub- 
lisher, the two men became warm 
friends and allies in many battles. 

Mr. Callender foresaw the doom 
of the bicycle as a means of trans- 
portation, and one of his early pub- 
lishing ventures was Motorcycling 
and Bicycling. He built Sporting 
Goods Journal to success and sold it. 

“Rock Products was his favorite 
paper,” said Mr. Aldrich. “With the 
aid of such lieutenants as Nathan 
Rockwood, editor-manager, he made 
it outstanding in its field. He leaves 
them to carry on. A modest man, 
never in the limelight, he was always 
active in crusading for more effi- 
cient papers in the service of busi- 
ness.” 

Mr. Callender, who was 61 years 
old, spent much of his time in recent 
years on a farm near Naperville, 
Ill. The funeral was held at New 
Brighton, Staten Island, N. Y. 


PENCIL PAINTING 


That is the title given this sketch 
by the Eberhard Faber Pencil Co., 
Brooklyn, which is endeavoring to 
popularize this form of advertising 
art. 


Borman with Lange 


Earl P. Borman, assistant art di- 
rector of General Motors Corp., De- 
troit, has resigned to become art di- 
rector of Gray Garfield Lange, 
Detroit, succeeding Les Wilder. 


N 


diately: 


Monday. 


advertisers. 


4.—Change in issue and delivery date. 


AA 


STIEEIL > » » Basic 


N July 3, 1930, this publication—in response to changing conditions 

in the industry which it serves—launched an extensive program of 
improvements. At that time the publishers saw an opportunity to increase 
the effectiveness of editorial evaluation and interpretation, to encourage 
readers to derive more fully the inherent values in the editorial and adver- 
tising pages and to attune the publication more closely to the swiftly moving 
events in the steel industry. 


In accordance with this program, the following changes were made imme- 


1.—Change in editorial functioning, to more definitely 
outline our field, and present increasing amount of data 
with decreasing demands on readers’ time. 


2.—‘‘Flat Make-up”, to give visibility to all advertising. 
3.—Change in name from “Iron Trade Review” to “STEEL.” 


The results far exceeded expectations. But STEEL never is satisfied with 
its current performance. Even while the improvements of the past year 
were in progress, representatives of STEEL were continuing to study the 
needs of its field. Thousands of readers and prospective readers were inter- 
viewed for the purpose of determining how STEEL may better serve them. 


On October 5, 1931, the issue and delivery date was advanced from Thurs 
day to Monday. In this way the editorial functioning and presentation were 
adjusted to the calendar week which study and investigation shows to be 
more logical and will serve the field more effectively. Each issue is current 
for a full week whereas heretofore the issue dated Thursday was current 
for the remainder of the week becoming “last week’s issue” on the following 


From time to time other refinements will be introduced—each conforming 
to STEEL’S pledged promise of giving increased values to its readers and 


: ace 2 ae i é eo ee vee Fe a aS vi i SF ge ae ¥ % — i ‘ iia 8 SUregrrs Gar i " : ie 2 te > ie 5 : 
g ee eae! i ple js : ‘ - fa ae. St 3 j : ; ae, Ath ‘ © z cuar Cea 
ey ae: _ LT — ———— Neen SS _ _ 
oe Ree at . 
Sie | SCs ee 
fh ae he fe h ; P é y * * 
| j | i bd ie Be ie. i 
. ? : My e j ae. eee p 4 
= 7 : e ee F 
eee . ‘ Pry is 4 
; = oa a Re ~~ 
pen | —— | | —_ 
F : “a my 7 oe ; 4 a : 
i ae 4 a ee 
: , me — ‘ed 
; * ii, 
‘ a ®, " . 
- nae f * 4 - % 
spigheronins é ait * r: 
one, ee a : } 3 
eee Prem to é) : ; | i iF , x 
sou? | ees : De a a 
ater a La l7 ; gle ei Nee 
ee ee Tar ae 5 | awd he oe oe 
ee a fF ee Y | paige chem “ 
ee ee: | a} ee ig ee a es es, e 
oar | 3 Py . a 
i a | ee ea : | } wat as'3 ¥ 2 re! Nae Sie. 
eer 7 Calis 2 | a ph Dead ct cot a 
ey 7 | PF es a RN ee is EN Og ur 
ee ae a . aeey es 
. a . | * Men oe 2 ee t 
2S : . + ee ee y= - th 
: . ae S| i eee rae 2 EO ae yoo 
3 . te 6 i : eS), OTe Oh a 
ee = 8 <a eh SS eer sc la 
eligi : és q ; . ae 
Soe ‘e mee ayy) | | a no ey > ers 
wee ps oak oe) ey , ’ ee PN bere RE ee 
oe oe a: ¥ ' I r 7 
ee ] > Mee 25 eee: 
_ | Se Ae aes. ¢ ae #4 —— 
. — — — ——- = t 
seen 
Betas oY, 
Fel ie 
yi ee sh 
ee pu 
Sale ec A’ 
et a a = 
Pa | = 
im and 
scrim i 
Ph ee fo 
Ww 
walt Ae | ai 
oe | t 
PS | 
: = | 
peeve | 
he 
By, 
: | 
‘ 
oe: | 
pee ne ae 
cs meets 
ee 
ee oe 
ae Po 
Pair dees 
E ae ae . 
Bas ae 
—s | 
| _ 
i 
’ | 
7 | Po 
a 
si ee 
ay Po 
| Po 
= eee 
ane 
neil eo 
i 
| Po 
| 
ee 
| 
_ | Po 
ee 
ae 
| 
a ‘ 
5 alee Stl: Senn ee es Pee it Chia a ae Se er ee eae hk |. | nd A “hh pete Ee aes ete bs ee ke Sieh Ra ere et, A SAN Geers ieee SS See ian eaten ae eee aaa ser 
ARB © eer : BrP 84 Do UNE I SI ae SLL ee SAR a Oe Ot oe een a CE ee Pe eee a cere ee Ree ee Sn a io ee ate 
; ‘ Z ee 5) E ; ni) Bs Paar et eh ic. <a prey, ba! SAS Gt eae iia ieee. ose AMT eee! ected rn Ea FN ee ee Ray. Son pen SORES ol Saar t endo Fe emert 
: on ae ons aii a Te Bara ait ste Reo ee ote Fair ean at Bick roc a area oe aici On eee eee ae see ee Pte eee oS ate Rae ee, oe ee Bete 2a 
Dak Wi oi - banat gaia Sips a ie ear eae en es Le ‘Tee ule eee i sla - eed ; ete or Sop Or Rn a Oe peer aE P|. Sey Tie eee ea ee 3 
i Se tee Ne is ae ¥ Reus i a ee fics ar 4 : eae: Came Sah ee en eo a i Bab cr ee 2 ECA Re A, SH ne ae ee OS Terre PE ene Seay EP ww 6 le 
_ © oe ges NC Tee y T a ak ee in ee on 4 BS NEC “a ae Se eee ee RR Rei cog oe oh ie a a a gd 


November 14, 1931 


—_—__ 


ADVERTISING AGE 


RONSON RETURNS 


Ronson Products, Inc., of Ronson 
lighter and Perfu-Mist fame, will 
shortly offer this $5 razor to the 
public. The inventor is Louis V. 
Aronson, president of the company. 


New Work for Tracy 


Lee Tracy, director of research 
for the Cramer-Krasselt Co., Mil- 
waukee, has been appointed publicity 
director. 


Boston Agency 
in Affiliation 
with Presbrey 


Boston, Mass., Nov. 12—By an 
affiliation between the Frank Pres- 
brey Company, New York agency, 
and the Wells Advertising Agency, 
of this city, the latter will serve vir- 
tually as a branch office of the Pres- 
brey agency, according to an an- 
nouncement by Wilfred B. Wells, 
president of the local organization. 

The Presbrey Company formerly. 
maintained an office in Boston, but 
its only branches at present are in 
Philadelphia and Pittsburgh. 

Through this affiliation, the facil- 
ities of the Presbrey organization 
will augment those of the Wells 
agency for the servicing of New 
England accounts. 

The personnel of the Wells agency, 
which is about nine years old, will 
remain unchanged. 


Use Advertising in 
Dry Cleaning War 


Milwaukee dry cleaners are run- 
ning weekly copy in Milwaukee 
newspapers warning the public of 
the possible danger of patronizing 
cut-rate cleaners. 

The campaign will run 16 weeks. 


SLOGAN 


All branches of the hardware in- 
dustry are adopting this trademark 
cut on recommendation of the 
aueen Hardware Manufacturers’ 

ssn. 


Alabama Clarifies 
Definition of Chain 


Where the same person owns four 
stores, a half interest in four stores 
and a two-thirds interest in still an- 
other, the nime stores are a chain 
and subject to the chain tax, the 
Alabama attorney general ruled. 

Where stores are operated under 
the same general management, su- 
pervision or ownership, the tax is 
payable, he added. 


NUT 


PRODUCTION 


PROCESSING 


DISTRIBUTION 


USE 


N making up your schedules for 
1932 be sure to start your cam- 
paign in STEEL with representa- 
tion in the YEARBOOK ISSUE 


which is recognized 


tion throughout the steel industry. 


Use enough space in this issue to 
tell the complete story of your 


product or service 


the master advertisement of the 


year. 


Last forms go to press December 21, 
copy due December 3. 
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For forty-eight years—IRON TRADE REVIEW 
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OUTDOOR MEN 
OPTIMISTIC AT 
DETROIT MEET 


(Continued from Page 1) 
advertising agents interested in out- 
door advertising being on hand in 
the afternoon to discuss how and 
why advertisers can be interested 
in a more liberal use of the medium. 
Under the plan now in operation, the 
full agency commission is being paid 
by outdoor plant-owners. 


A vigorous protest against the new 
plans and policies of the association 
was registered at the Tuesday after- 
noon meeting by M. F. Reddington. 
president of the Reddington Agency, 
Inc., New York. His message, which 
was read in his absence by John S. 
Anderegg, vice-president of the Red- 
dington company, asserted the out- 
door medium has lost its former hold 
on national advertisers because of 
changes made in its operation. 


Reddington’s Viewpoint 


Mr. Reddington contended that the 
present basis for standard showings, 
which provides for some illumination 
but a reduced number oi posters as 
compared with the old system, does 
not give adequate repetition, even 
though it may provide coverage. He 
also contended that present poster 
copy in most cases is ineffective. 


Mr. Reddington closed with a plea 
in behalf of the exclusive solicitors, 
who he insisted have been responsi- 
ble for the development of outdoor 
advertising, and who, he said, are 
in danger of being eliminated under 
the new system, which emphasizes 
the general advertising agent. 

Tuesday morning’s session was de- 
voted to addresses of welcome by the 
mayor, a representative of the gov- 
ernor and the secretary of the board 
of commerce. 


At the afternoon session reports 
were heard from vice-presidents in 
charge of various activities. W. Rex 
Bell, of Terre Haute, Ind., vice- 
president in charge of the sales 
promotion division, told of the sales 
course provided by the association to 
help local plant-owners and their 
salesmen. 


Leonard Dreyfuss, of the United 
Advertising Corp., Newark, N. J., 
vice-president of the educational di- 
vision, described the Nelson bill, reg- 
ulating outdoor advertising, which 
has the approval of the association 
and of the Washington conference. 
He said maintenance of a favorable 
public attitude toward the medium, 
through contacts with business and 
civic organizations of all kinds, is 
necessary for successful sales work. 


Defeat Legislation 


J. B. Stewart, of Clinton, Ia., vice- 
president in charge of the legal and 
legislative division, said that during 
the past year, when 44 legislatures 
were in session, more bills adverse 
to outdoor advertising were intro- 
duced than ever before. Fifty-two 
provided for specific taxation of out- 
door advertising structures, and all 
but one were defeated. A suggested 
ordinance covering zoning regula- 
tions is being prepared for members 
of the association. 

The Advertising Federation of 
America has been asked Mr. Stew- 
art said, to prepare a pamphlet cov- 
ering the attitude of organized ad- 
vertising on taxation. 

Al Norrington, of the General 
Outdoor Advertising Company, Pitts- 
burgh, vice-president for the plant 
development division, was absent, 
and his report was read for him. He 
discussed plant and traffic surveys 
being made in a number of states as 
a model. A manual covering poster 
advertising survey methods was is- 
sued in October, 1931. The co-opera- 
tion of the lithographers’ organiza- 
tion in research work has been asked. 

The report of O. S. Hathaway, 
Middletown, N. Y., treasurer, dealt 
largely with the financial operations 
made necessary by the payment of 
$330,000 in November, 1930, in final 
settlement of the Ramsey-Rankin 
suit, which was decided against the 


DESCRIBES BILL 


$$$ 


Leonard Dreyfuss 


association last fall by the Supreme 
Court of the United States. 

A feature of the session Wednes- 
day was an armistice day ceremony 
staged by the American Legion, 
which made a presentation to the 
association indicative of its apprecia- 
tion of the national poster campaign 
which was put on in behalf of the 
recent convention of the legion in 
Detroit. 


Thanks Lithographers 


The association, in turn, expressed 
its formal appreciation to the lithog- 
raphers for their part in supplying 
the posters. This was done at 
Thursday morning’s session, when 
William H. Merton, president of the 
Lithographers’ National Association, 
and Joseph C. Deutsch, of Edwards 
& Deutsch, Chicago, spoke for the 
lithographers and President Kleiser 
for the outdoor interests. 

The final sessions were given over 
to discussions of practical problems 
of plant operation. J. B. Stewart, 
vice-president, was in charge of one 
session deaing with legal and legis- 
lative matters, at which J. M. Jones, 
Walker & Co., Detroit, and secre- 
taries of three state associations 
were speakers. 

Leonard Dreyfuss, vice-president 
in charge of educational work, con- 
ducted another session, and a third 
was devoted to plant development. 
In this session C. M. Bryan and R. 
E. Melcher, of the Indianapolis 
branch of the General Outdoor Ad- 
vertising Company, staged a sketch 
showing how the new system of 
traffic surveys and scientific loca- 
tion of posters impresses the na- 
tional advertiser. 

A discussion of selling local cam- 
paigns occupied the afternoon ses- 
sion, the speakers including J. Knox 
Montgomery, Belleville, Ill.; T. W. 
Tyrrell, General Outdoor Advertis- 
ing Company, Chicago; Fred W. 
Lines, Jr., Walker & Co., Detroit; 
E. H. Barling, United Advertising 
Corporation, Newark, N. J.; E. B. 
O’Keefe, John Donnelly & Sons, Bos- 
ton; and H. L. Eves, of the associa- 
tion staff. 


Dealers Dissatisfied 


Of interest to national advertisers 
was a discussion of co-operative 
campaigns; in which the local dealer 
pays part of the cost of posting. The 
plant-owners reported that in many 
cases dissatisfaction results because 
the name of the dealer is not suffi- 
ciently featured in the poster design. 

Mr. Kleiser was re-elected presi- 
dent of the association, and the fol- 
lowing other officers were chosen: 

W. Rex Bell, Terre Haute, Ind., 
vice-president of the business devel- 
opment division; H. C. Macdonald, 
Walker & Co., Detroit, vice-president 
of the educational division; J. B. 
Stewart, Clinton, Ia., vice-president 
of the legal and legislative division; 
P. L. Michael, Houston, Tex., vice- 
president of the plant development 
division; Leonard Dreyfuss, United 
Advertising Corp., Newark, N. J., 
treasurer, and H. E. Fisk, general 
manager. 


Appoint Scheerer 


The Tipton (Ind.) Tribune has ap- 
pointed Scheerer, Inc., national rep- 
resentatives. 
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HERE'S MAIDEN 
CAMPAIGNON | 
TOMATO JUICE 


Chicago, Nov. 12—Consumers who 
have believed tomato juice is made | 
simply by squeezing tomatoes were | 
set aright by the first national ad- | 
vertising on this product, Libby, Mc- 
Neill & Libby, Chicago, taking a | | 
color page in the Saturday Evening | | 
Post to tell how its exclusive method | | 
of squeezing, plus the Libby vine- 
ripened fruit, made for superiority. 

The Libby gentle press, featured 
in the copy, is termed a rotary or 
screw press by mechanical engineers, 
but the J. Walter Thompson copy 
staff knew better. Hence the para- 
doxical nomenclature and a _ good 


The happy circumstance suggests 
that advertising expediency, often re- 
sponsible for the design of a product, 
has taken another step and designed 
the manufacturing equipment. 

The Libby single shot, which will 
be followed in January with color 
pages in women’s and general maga- 
zines, also settled the question as to 
who would be the first national ad- 
vertiser of tomato juice. 


Heads Competition 


College Inn has used national 
space for some time on a tomato 
juice cocktail, but does not pack 
straight tomato juice. Heinz is fea- 
turing its tomato juice this year in 
a direct mail campaign through deal- 
ers stressing use as a health bev- 


One of the steps taken by Libby in 
preparation for next year’s cam- 
paign is a campaign in the Journal 
of the American Medical Association. 
Physicians are offered a full-sized 
can for the coupon. The association’s 
official seal will be displayed in the 
consumer copy. 

As another means of developing | 
the market, the company 
individual, three-ounce, glass-packed | ploying Electrotypers. 


WINS PROMOTION 


Edward L. Shea has been ap- 
pointed executive vice-president in 
charge of all operations of the Tide 
Water Oil Co., New York. He 
started with the company as a sales- 
man 14 years ago. 


tomato juice to restaurants, hotels 
and dining cars. This special pack 
has brought the brand to the atten- 
tion of many consumers. 

The vine-ripened theme will be 
used to help identify the tomato 
juice with Libby’s tomatoes, catsup 
and chili sauce. 


Fight on Kentucky 
Sales Tax Dismissed 


The Federal Court at Louisville 
dismissed a suit seeking an injunc- 
tion to prevent collection of Ken- 
tucky’s gross retail sales tax, de- 
ciding it was without jurisdiction. 

The Kroger Grocery & Baking 
Co., J. C. Penney Company and 
others said they will appeal. 


W. T. Berdan Dead 


William T. Berdan, president of 
the Michigan Electrotype & Stereo- 
type Co., Detroit, died in that city at 
, NS the age of 59. He was president of 
is selling | the International Association of Em- 
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CONQUISTADOR 
IDEA BANISHES 
DESOTO SLUMP 


Detroit, Mich., Nov. 12—With the 
industry as a whole showing a de- 
lcline during a recent two-month 
period, sales of the De Soto Motor 
Corporation were 120 per cent of the 
1930 figure, L. G. Peed, general sales 
manager announced in a final sum- 
mary. 

The necessary sales energy back 
of the advertising was generated by 
inspiring the organization with the 
romance of Hernando De Soto, and 
his mighty host of conquistadors. 
Each DeSoto salesman was a con- 
quistador and district managers 
were El Capitans. 

Advertisers, Inc., which handled 
the program, followed the conquista- 
dor idea in all promotional litera- 
ture. 


Write Wives Too 


There were an elaborate series of 
weekly mailings, a weekly news- 
paper called the De Soto Conqueror, 
novelties such as a conqueror’s hel- 
met—and letters to dealers, their 
salesmen and the salesmen’s wives. 
In all illustrations factory execu- 
tives, district managers, dealers, and 
salesmen were shown with helmet 
and the full regalia of the early 
Spanish explorer and conqueror. 

Progress was recorded by credit- 
ing each conquistador with the points 
predetermined for the various new 
car models he sold. Thus, Don H. C. 
Ressler, the winner, amassed 42,230 
points. 

Every conquistador was furnished 
with a catalog of merchandise prizes, 
and as quickly as each obtained suffi- 
cient points he could order the ar- 
ticle earned. 

As a further recognition of valor 
and bravery, Conquest Decorations 
were awarded. They were handsome 
chevrons, each black stripe repre- 
senting one, and each red _ stripe, 
ten sales. 


Women’s Club Has 


Seven New Members 
Ethel C. Griffin, market analyst 
for Lord & Thomas and Logan, has 
joined the Women’s Advertising 
Club of Chicago. Others taken into 
the fold: 
Aubyn Chinn, National Dairy 
| Council; Mrs. Treva Blair Cooley, 
| National Specialty Salesman; Mary- 
'Gene Hoche, Club Alumnium Co.; 
Dorothea Pfister, Chicago Advertis- 
| ing Council; Virginia Palmer, Aller- 
ton Hotel Magazme; Vivian Weaver, 
Moose Magazine, Mooseheart, IIl. 


Regulate Copy of 
Coast Optometrists 


The license of a Washington op- 
tometrist may be revoked if he de- 
scribes himself as an “eye special- 
ist,” “refracting eye specialist,” or 
“evesight specialist,’ the assistant 
attorney general ruled. 

A Washington statute permits 
such revocation in the discretion of 
the Director of Licenses. 


Free Club Displays 


for Boston Agencies 
The Advertising Club of Boston is 
giving each agency member an op- 
portunity to display its work for 
a week on special panels. 
The Greenleaf Company was the 
first to exhibit its copy, being fol- 
lowed by Ingalls-Advertising. 


| Wins Scholarship 
| Katherine H. B. Mullally, mem- 
|ber of the League of Advertising 
| Women, New York, won the annual 
scholarship of the Jane Manner 
School of Speech and Drama. 


Get Hotel Account 
Needham & Grohmann, New York, 
will use newspapers, magazines and 
direct mail for the Belvedere Hotel, 
New York, a new account. 


Jaeger’s New Role 
A. H. Jaeger has been appointed 
general sales manager of Electro- 
master, Inc., Detroit, Electrochef 


electric ranges. 
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Orange Cream Custard 


| 2 eg@ yells | orecge 
2 tablespoons Row ws cep teger 
‘ty teaspoon colt 


| cup erenge jviee 
| | beenpecn grated orange rind | exp room 
| Best egg yolks, add 4) cup suger. flour ond salt. Mix thoroughly 
ada orange juice and cream. Cook in double boiler until thick 
ened, Add grated orange rind, Cool and turn nto serving dish 
over orange segments freed from membrane Oecorate with 
whipped cream erd pieces of orange. Serves 6 
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Strawberry Pie 


| Pig Strawberry 
1) cups boiling © 
t bes frock strawberries 


Unique 


| baked pie shel 
Whipped cream 
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cool Line a 
th fresh berries which have beer well washed 


Spork le with 


» boding water set aside to 


beaten ne - 


and stemmed powdered suger. When jelly is just 


peginning to thicken pour it ower the berries. Put pie in ice 


become fern 


serve with wwaetered whipped cream, 
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Advertisements prepared by 


tional Association of Milk Deale 


the Chas. H. Touzalin Agency, 


Chicago, which won first prize in the contest of the Interna- 


rs. The illustrations and recipes 


were lifted from the copy of other food advertisers, who thus 
received additional free circulation. 


Connolly Is 
Honor Guest of 


NewHavenClub 


New Haven, Conn., Nov. 12—The 
Advertising Club of New Haven 
tendered a luncheon to a local boy 
who made good in the city, Joseph 
V. Connolly, general manager of the 
International News Service. 

Believe it or not, these were 
among the guests: Robert L. Ripley, 
Walter Winchell, Bugs Baer, Rube 
Goldberg and Milt Gross. Further- 
more, each had something to say. 

They had competition from Thurs- 
ton the magician; Perry Dring and 
his band of 20 pieces and Miss 
Marion Worth, singer. 

Wilson H. Lee, advertising agent, 
was also a guest. So was Mayor 
Tully, of New Haven. John Day 
Jackson, publisher of the New Haven 
Register, transacted the serious busi- 
ness of presenting Mr. Connolly with 
an engrossed testimonial. In his re- 
sponse, the guest of honor said: 

“Advertising is the speaking part- 
ner in the forces of civilization. 
| Chiefly through the great work of 
‘the advertising men of the country 
|can the message of business be pro- 


jected into the minds of the people | 


'of this nation. And the heart of ad- 
| vertising is sincerity.” 


John M. Williams Is 


Promoted by Dodge 

The F. W. Dodge Corp., New 
York, has made John M. Williams a 
director and vice-president. He has 
been district sales manager at Cleve- 
land. 

Frank J. Wilson, Mr. Williams’ 
assistant, will cover a part of Cleve- 
land and Western Ohio. Col. Moses 
King will cover the remainder of 
Cleveland and Eastern Ohio. Guy 
K. Young succeeds Col. King in New 
York State. 


Changes Are Made 


by “Seattle Times” 


J. Fred Braid has been appointed 
special representative of the Seattle 
Times, being succeeded as advertis- 
ing director by Nyman E. Helland. 

Frank Blethen, assistant to the 
publisher, has become acting pub- 
lisher. 


Halliday Opens Agency 

John S. Halliday, former adver- 
tising manager of Rayl’s Hardware 
Co., Detroit, has opened an agency 
in the Kerr building. 


Start “Home Owned Store” 

The Home Owned Store will start 
at Des Moines, Iowa, Nov. 20, W. J. 
Pilkington and H. A. Jackson being 
the publishers. 


Waterloo Has Agency 
The Universal Advertising Agency 
has been started at Waterloo, Iowa, 


by V. J. Arthur, J. R. Sherry and 
Kenneth L. Dooley. 


‘RADIO GUIDES’ 
TO SWEEP U, S, 


Chicago, Nov. 12—Herbert Kran- 
cer, president and general manager 
of the Plymouth Printing & Publish- 
ing Co., publisher of Chicago Radio 
Guide, announced plans for a similar 
paper in Minneapolis. 

As soon as he enters the twin 
cities, the local radio stations will 
recognize his paper as the official 
means of informing the public of ra- 
dio programs and will withdraw 
from any form of competition with 
him. 

As reported in ADVERTISING AGE, 


KSTP, the National Broadcasting 
Company’s Minneapolis outlet, re- 


cently started its own weekly paper, 
while other stations reached the pub- 
lic through shopping guides. 

Mr. Krancer also announced an 
ambitious expansion program. He 
entered St. Louis and Milwaukee this 
| week, reporting some difficulty in 
|getting distribution because of op- 
position of St. Louis newspapers. 
| He will not only enter other Mid- 
_dle Western cities in the immediate 
future, but will start a string of 
weekly radio papers in the East. 


Evening Meetings 
Start in Denver 


The first of a series of evening 
meetings of the Denver Advertising 
Club was held Nov. 12 to consider 
specialized problems. 

R. H. Byrum, agency chief, is 
chairman of the committee in 
charge, with Prof. E. G. Plowman, 
Denver University, conducting the 
sessions. 


Mattress Account 
to Chicago Agency 


The Burton-Dixie Corp., Chicago, 
has named Needham, Louis and 
Brorby, Chicago, as its agency. 

The company makes mattresses, 
pillows, box springs and cushions. 


Appoint Sutherland 


The Barnes & Jones Co., Boston, 
modulation yapor and vacuum heat- 
ing systems, has appointed the K. R. 
Sutherland Co., Boston, effective 
Dec. 1. Business papers and direct 
mail will be used. 


Ross in St. Louis 


C. Fred Ross, formerly with H. 
W. Kastor & Sons Advertising Co., 
Chicago, has joined the Seymour Ad- 
vertising Co., St. Louis, as vice- 
president. 


U. B. P. Plans Exhibit 


Advertising photography of the 
United Business Publishers’ studios 
will be displayed at the Advertising 
Club of New York Nov. 17-27, with 
Rodney Derby in charge. 
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a, 
IM PONTIAC You 
GET REAL RIDING 
COMFORT AS WELL 
AS ECONOMY «+ 
CREEL 
. 
Find the ——— 
. 
Hidden: 
Factor! 
No. 3 in LIBERTY’S 
Twin-Ad Tests 
This is the third of 45 
7 cases where the same ad- 
a vertisement appeared in 
LIBERTY and one or 
= more of the other mass 
——~ weeklies during the 
gerted of the Gallup 
ests—and was checked 
for variation in reader in- 
terest in each magazine. 
Watch for the next one—a 
week from today. 
Four-color center-spread A” ' 
A 
~ . 
Ss \ | 
os 
1" 
or 
n- 
io 
ir 
in s 
al IM PONTIAC YoU 
a- @®ee =e GET REAL RIDING 
bed COMFORT AS WELL 
th AS ECONOMY «ee 
E, Each burst forth from the same mold. Favored alike by copywriter, 
1g art director, engraver, typographer and executive blessing. 
e- 
“ Yet one of the twins stopped five persons for every three who no- 
ticed the other. Won readers at less than half the other’s cost per 
- reader. W hy? Inthe interest of your own advertising success—W HY ? 
e 
lis 
in 
p- The Hidden Factor Three-fourths had stopped more readers in 
Liberty than in any of the other weeklies— 
7 Hard times have put advertising on the pan. Copy- Nearly all had stopped more in Liberty than in 
id- : ae aha P } y 
re writers are told to hitch hooks onto their metaphors. one of the other weeklies. 
' f Art directors to drop atmosphere for “the goods.” And the average ad had stopped 15% to 153% 
o But neither copy nor art can be thanked for the more persons in Liberty. 
difference in results noted above. 
A hidden factor must be taken into account: the Why LIBERTY 
magazine used. ‘ . 
The more widely seen ad was published in Gives Space Buying New Im portance - ne 
er Liberty. Bird = : Four color center-spread "B 
The other in another mass weekly. The first “different” mass weekly in many 
= And the importance of the hidden factor—the generations oe ape» war-changed 
magazine—in affecting advertising results is shown manners, modes and reading tastes .. . Actual READERS-per- ‘ ° P 
ler clearly by a check of this and 44 other advertise- Liberty is closer to the American Public Adie tating These are — Advertisers who are getting 
; ments which appeared in Liberty and, in duplicate _- . . proves, as in this case, that choice of prepay ah more for their money by using Liberty: 
1s form, in one or more of the other mass weeklies the right magazine may make | a 70% ag 
b.. during last July and the first two weeks of August. difference in your advertisement’s “stop- Inter t t ‘ provenigyed gene: ae a 
‘h : ping power. ‘ : : income over AMERICAN TEL. & TEL. CO. JANTZEN KNITTING MILLS 
she The Gallu Pp Tests Liberty’s fast moving, brief, newsy edi- $5000 show MagA Mas: - Moz ™ AMERICAN TOBACOO CD. JOHNSON & JOHNSON: 
torial material, by the best authors and B. V. D. CO. ee oS 
During those six weeks, 15,000 homes in six cities artists. .. B ; peng tll KOLYNOS CO. 
were visited by Dr. George Gallup, Professor of Made easy to read by its compact size, posnenang SEROUS PACKING OD. pag 
Journalism and Advertising, Northwestern Univer- every - story - complete - in - consecutive - $3000 ’ q BRISTOL-MYERS CO. LAMBERT PHARMACAL CO. 
cy sity, and his staff. Wherever a reader of a current pages-makeup (putting every ad next to 164 Ol 108 ~—89 GROWN @ WuAsaste0e TOBACCO CO pg oy 
20, copy of one of the four mass weeklies was found, he live material instead of back-of-the-book Liberty MagA MagB MagC BUICK MOTOR CAR CO. LIGGETT & MYERS TOBACCO CO. 
ind or she was conducted through his or her copy, page runovers)... SS eee pce rac oo 
by page. Every advertising and editorial item recog- _ Checked by the fact that 99% of its Readers with CHEVROLET MOTOR CO. PHILIP MORRIS & CO. 
es, nized as having been seen or read was tabulated. (In circulation is bought over the counter, con “ey Luin ScnenRiae SERLAAEAAR CD, 
three of the six cities the Association of National copy-by-copy, 52 times a year, without CUETT-PEABODY & CO. NYA COPAY 
Advertisers acted as official observers.) need for soliciting profitless subscription COTY, INC. PARKER PEN CO. 
Inspired by the need for more accurate facts, this contracts. . . ; : 273. «122”—~C—«WSSs—(tséaNQ yng alae RCA VICTOR CoaP. 
is the first attempt ever made to go beyond editorial Has logically made Liberty “America’s Shorty gh gs eS orteseis | Sage SINGER SEWING MACHINE CO. 
on, judgments, circulation analyses or reader votes to best-read weekly.” ur Fourteen percent of LIBERTY'S circulation is ETHYL GASOLINE CORP A. G. SPALDING & BROS. 
at- find out comparative reader interest in magazines. As such, Liberty offers 52 opportunities toned ie the “Over 93.500" Secome group EX-LAX. ING ance STANCO. INC, 
It marks the first tabulation ever made of exactly a year to advertisers interested in getting ther this is unlorced placement. LIGEREY pass GENERAL ELECTRIC CO., STERLING PRODUCTS CO. 
R. Hy i isi it's wanted the i PHOTOFLASH LAMPS TEXAS CO. 
ive what magazine readers actually see and read. more out of their advertising. bowl poomee > eqasted Gone, Be | —— Mg yal Sanat enbibiien mec. 
ect If you are one of these, a copy of the basis. No surprise, then, that approsimatrly the LST by > Se — 
Ww hat They Found Gallup report is available without obliga- rel ene 4 wd epthchond my Fo 0 ALEXANDER HAMILTON INSTITUTE L. E. WATERMAN CO. ; 
tion. A note on your letterhead will bring ment in LIBERTY as in any of the other mass HEWES & POTTER R. L. WATKINS CD. 
. : . . weeklies which place, largely through solicited HINZE AMBROSIA, INC WESTERN CLOCK CO. 
Out of all 45 advertisements that had appeared in one post-haste via a Liberty representa- subactighions, om 20% 0 98% GF Gale elicale- CHAS. E. HIRES CO. W. F. YOUNG CO. 
duplicate in Liberty and others of the mass tive. Address Liberty, 420 Lexington tion there —— ES 
; a. Avenue, New York, N. Y 
H. weeklies , » N.Y. 
30.5 
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BOOTLEG GAS 
IS STRANGLING 
ADVERTISING 


Chicago, Nov. 12.—The American 
Petroleum Institute, meeting here 
this week, adopted a resolution call- 
ing for united effort to reduce gaso- 
line sales taxes and the exclusive 
use of proceeds for the construction 
and maintenance of highways. 

The resolution was prompted by 
the marketing problem created by 
competition from the illicit gasoline 
industry, which supplies consumers 
with millions of gallons of gasoline 
tax free, to the detriment of every 
refiner advertising a brand. 

The seriousness of the tax evasion 
situation was indicated by the 
Standard Oil Company of California, 
which ran display advertisements in 
newspapers offering $1,000 rewards 
for information leading to convic- 
tions. Copy pointed to less than 
regular prices as possible clues. 

A committee reported: 

“Marketing companies paying 
proper gasoline taxes are placed at 
a tremendous marketing disadvan- 


LEAVES SHEAFFER 


Carl K. Hart 
(Story on Page 1) 


tage by competition which abuses 
refund and exemption privileges, 
blends non-taxable products and sells 
the mixture for gasoline, trucks 
across state line, falsifies bills of 
lading and tax returns through 


dummy corporations, taps drip gaso- 
line at night and sells it at low 
prices to dealers, who, in many cases 
substitute for well known brands.” 


John W. Holbrook Owns 
Best Voice in Radio 


John W. Holbrook, 25, of the New 
York staff of the National Broad- 
casting Co., owns radio’s best voice, 
judges in the annual diction contest 
sponsored by the American Academy 
of Arts and Letters, decided. 

Honorable mention was given 
David Ross, Columbia; William 
Abernathy, Washington division, and 
ag ade Chicago division, of the 


Beauty Parlors Big 
Market for G-S-I 


- 

The endorsement of a company 
writing beauty shop liability insur- 
ance is given as an important factor 
in the growing sales of the National 
Medical Research Laboratories, Mil- 
waukee, to beauty parlors. 

The company manufactures G-S-I 
(Gly-So-Iodonate), which is recom- 
mended for the first aid treatment 
of burns, pulls or other injuries in 
permanent waving and manicuring. 


Agency Gets Woodbridge 


Paul C. Woodbridge has resigned 
from the Eastman Kodak Company 
to join the Hutchings, Advertising 
Agency, Rochester. 


nly % of a Cent® 


per Family 
and No Wastet 


* Based on page rate 
per guarantee of 
. ’ 


Page $2,500 
2 columns 1,750 
1 column 875 
4-colors 4,375 
Line rate 6.75 
e 
The HOME 


The NEW MOVIE 


The Illustrated LOVE 
The Illustrated DETECTIVE 


CONCENTRAT 


ED CIRCULATION ... in 


the 1204 profitable markets only, the 
‘markets where 75% of all retail buying 


is done. 


SHOPPING WOMEN CIRCULATION ... 


with more than 1,250,000 copies purchased 
in the 1204 tested key markets every 


month. 


VOLUNTARY CIRCULATION .. . every 


copy purchased by deliberate choice, be- 


cause of the in 


UNUSUALLY PRODUCTIVE CIRCULA- 


tense editorial appeal. 


TION because 


of the foregoing facts. 


SKILLFULLY MERCHANDISED to be of 


greatest value at lowest cost, it is a cir- 
culation scientifically distributed and 
ready to serve efficiently in times like 
these. Look to Tower Magazines when 
your advertising expenditure, like all other 
business endeavor, must work harder and 


more effectively at lowest cost. 


TOWER MAGAZINES, Ine. 


55 Fifth Avenue, New York 
919 North Michigan Avenue, Chicago 


“HERE COMES THE BRIDE” 


PICTURE BRIDE 
AS HANDMAIDEN 
OF SCRUB BRUSH 


New Johnson Campaign Lashes 
Water Pail 


Racine, Wis., Nov. 12—Following 
a path defined by research and test, 
S. C. Johnson & Son, makers of floor 
and furniture waxes, have turned to 
negative copy condemning the rival 
method of scrubbing fleors as un- 
necessary and nothing short of bar- 
barous. 

For 32 years Johnson copy appear- 
ing in national publications has 
stressed the beauty of floors gleam- 
ingly polished with wax and given 
only passing emphasis to the ease of 
the waxing method. An outstand- 
ing series of this sort pictured the 
interiors of old European mansions, 
extolled the social standing of the 
occupants, and told how wax had 
preserved the beauty of the floors 
for centuries. 

To ascertain if women were less 
interested in mirror-like floors than 
an escape from drudgery, Needham, 
Louis & Brorby, Inc., Chicago, the 
company’s agency, commissioned the 
Arnold Research Service to ask 3,400 
women in 11 cities how about it. 

When the survey showed the ma- 
jority still scrubbed their floors by 
hand, but longed for liberation from 
the tyranny of scrub brush, soap 
cake and water pail much more than 
for the beauty of polished floors, the 
agency and advertiser decided to go 
all the way with the no-scrubbing 
theme. 


Brutal Copy 


The character of the new advertis- 
ing as an open crusade against 
scrubbing is partly indicated by the 
exclusion of the product from head- 
lines and lead illustrations. Even 
the lustrous floors are absent. Minc- 
ing no words, the copy indicts the 
scrub brush as an arch-criminal, the 
murderer of health, beauty, romance, 
social prestige and leisure. The im- 
plication is plain it would not be 
impertinent to question the sanity 
of any woman who still clings to it. 

“X marks the scene of the crime,” 
said the headline of the first of the 
new advertisements in women’s mag- 
azines and the Saturday Evening 
Post, illustrated by a _ bedraggled 
and woebegone young housewife on 


all fours, scrub brush in hand. It 
went on: 

“For floor scrubbing is a crime 
nowadays. It’s a crime for any 
woman to put herself in such an un- 
attractive position—reddened hands, 
weary back, bedraggled hair, tired- 
out expression. The inefficient meth- 
od of floor cleaning belongs to the 
dim, dark past. Up-to-date house- 
wives don’t believe in punishing 
themselves unnecessarily.” 


The Road Ahead 


Next month’s advertisement is 
illustrated with photographs of five 
charming young brides, their happy 
expressions contrasting forcibly with 
the doleful visage of the floor-scrub- 
ber in the sixth illustration. The 
copy queries: 

“Just ask these lovely brides if 
they intend to be old scrubwomen at 
forty. 

“Tt sounds ridiculous, doesn’t it? 
Girls so fresh and lovely, with soft 
hands and all the eagerness of youth. 

“We think of these girls of 1931 
as strictly moderns. But are they as 
modern as they look? Do they keep 
house in the modern fashion? Or are 
there still floor-scrubbers among 
them? 

“Will any of their friends ever 
catch them down on all fours, at the 
ugly, back-breaking, hand-roughen- 
ing job of scrubbing floors, linoleum 
and woodwork?” 

A third advertisement is headed, 


“Tragedy of the Young Scrub 
Woman.” The heroine appears 
slumped in a chair, the partly 


scrubbed floor before her, scrub 
brush dangling from an exhausted 
hand, a mingled expression of hope- 
lessness and bitter resentment on her 
face. 

“Young in years—but old in feel- 
ings and in looks,” the copy says. 
“That’s what floor-scrubbing has 
done to this woman—what it will do 
to anyone. 

“Such ugly work takes the sparkle 
out of young eyes, tires young bodies, 
roughens soft hands. In short, floor- 
scrubbing makes an old scrubwoman 
out of you, no matter what your 
age.” 

Along with the new copy, Need- 
ham, Louis & Brorby furnished an 
idea for Johnson salesmen. They are 
now equipped with portable phono- 
graphs and records giving a sample 
of the company’s radio program and 
a canned sales talk. 


Elected to Office 


Three members of the Rochester 
(N. Y.) Advertising Club were 
elected to public office. Charles S. 
Owen becomes councilman-at-large; 
William F. Durnan, a councilman, 
and Richard L. Saunders was sent 
back to Albany as assemblyman. 
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price, it is believed, will be in the 
Rogers Goes Up Ovdere Pour in = | rien} ote. death ae 
A. J. Rogers, advertising manager f B h , W. C. Sproull, advertising man- not ion 
of the Marmon Motor Car Co., In- or urroug s * ee ae Gets Circulati 
dianapolis, has been made vice- . ager, said advertising plans have not wets tir on 
president in charge of sales, succeed- N ew Typewriter yet been made. He pointed out that Washington, D. v woe vo Rn 
ing George C. Tenny, resigned. He when the Burroughs portable add- ae Py — circu — 
will continue to direct advertising. ing machine was introduced, the de- - 
ill di dvertisi ; ni introduced, the d the’ cme ph mw y ey ed 
—_——___—_ Detroit, Nov. 12—The Burroughs | mand was so great that it was nine a billion dollars in the year 
Santa Monica, Cal., Nov. 12— Deveneau with Elgin Adding Machine Company is Jaunch- months later before the first adver- ending Oct. 31, the Depart- 
There is hope for retail advertis- After 12 years with the Reuben H ing a new standard typewriter. It|tising appeared, and intimated that ment’s monthly circulation 
ing yet, local experts believe follow-| Donnelley Corp., Chicago, George A. | WS first shown at the New York/|this might easily be the case with statement showed. 
ing the issuance of a “Ballyhooy”| Deveneau has ome market re-| Business Show, and this week at the| the new typewriter. Christmas is expected * 
section of the Evening Outlook. search director for the Elgin Na-| Chicago Business Show. Burroughs will use its present he some more cash out 
The newspaper issued this special | tional Watch Co., Chicago. A remarkable result of the initial | salesforce of 1,500 men to distribute é- 
section to celebrate the apparent im- —_—_—_——— announcement has been the receipt the typewriter. No dealers will be 
munity of this thriving city to ; H of orders for several thousand ma- | @ppointed. I] e o 
the rumored depression. The “Bally.| _ Made Canadian Chief Saas ane a ee| A eee ies Blum Gets Actona 
” ; imitati L. J. Taylor has been made man- , : gency anges Style The Actona Research Laborato- 
hooy” section was a frank imitation| +4. 4. 4+aylor t r products. This was in advance of : : ; ; 
f a New York magazine. The edi- aging-director of Libby, McNeill & he f 1 ¢ of pri The Roane Company is the new| ries, Actona tonic, have placed their 
pod 1 tent designed to be| Libby, Ltd., of Canada, Chatham, | the formal announcement of price or | style of Roane, Jensen & Rous, New| advertising with the Charles Blum 
torial content was designed to De! o: release of detailed specifications. The | York. Advertising Corp., Philadelphia. 
funny and retailers who advertised 
in the special section were urged to 
get a smile into their copy if it 
killed them. ™ a 
Much of the retail copy was actu- 
ally readable. Noonan’s announced 
a sale of “musical egg-beaters,” ex- 
plaining that “this delightful little 
gadget can be used as a rattle for 
the baby, a muzzle for the neighbor’s 
dog or a tie rack” and adding apolo- ae J , 
getically, “if necessary it can be | saw your advertisment in 
used as an egg-beater.” rs P P ”» 
The Fresno Grape Juice Company The Christian Science Monitor 
eulogized its wares in this fashion: — 4 , 
“Dri : , Readers of The Christian Science Monitor 
Drink an You u oer take pleasure in informing advertisers of the 
be the same and you won't want source of their information. This is partly due 
to be. ‘ to a natural desire that the Monitor should 
“One shot of Moosemilk makes all have proper credit; it is also an expression of 
the world akin—two shots and you gratitude for a service rendered. An advertise- 
are overcome with a feeling of kind- ment in the Monitor is an aid to careful buying. 
liness for all the men in your imme- Thus advertisers frequently comment, not only 
? diate neighborhood—three sips and on the exceptional response to their advertising 
t you'll include the ladies—four and in the Monitor, but also on the degree to which 
P you'll shertainly unnerstand what they can check the results of such advertising. 
I’m talkin’ ’bout.” 
d J. O. Holcomb, national advertis- 
ing manager, said the special was a 
4 complete success. 2 
|- . +1 hat are you buying CIRCULATION UNITS are a necessary means 
; Le Quatte Chairman of of gauging the worth of a publication. But all 
.. Trade Group Committees readers can no more be valued at a uniform rate 
g coe Bi ey Quatte> President, of D R or per thousand than can all silk be purchased at a 
urchill-Hall, Ince., ew or . eget 
png eyo a i ee A uniform: price per yard. The BUYING POWER 
man of the trade group activities of R E &% p O N Ss E 2 of those readers must be considered. Even more 
is Sui, esa all he aumerviend bar Ye. important is their advertising response. 
fe Le Quatte, John Benson, Gilbert T. 
4 wpe py As a group, readers of The Christian Science 
~ are: ‘ P Monitor are prosperous ... above the average in 
vertising agencies, Leonar ° ° 
1e tg Be Rw gh et # buying power, according to a survey made 
- arts, H. L. V. Parkhurst; agricul- recently by a well-known research organization. 
t ee ee aa et teen, But it is especially by the response of its readers 
papers, Earl Whitehorne; chureh ad- to the advertising in it that the Monitor has so 
1? vertising, Dr. Christian F. Reisner; . H ° 
4 ee Oe coeiicke: ; won the esteem of advertisers, media executives 
; Drug and toilet goods, Jerry Mc- and advertising men. 
1 ee : ye er grey oa Ze 
ullaly; industrial, Edwin C. Mayer; — . ° 
As international business, Ernst B. Fil- Readers of The Christian Science Monitor scan 
7 a ae = re its advertising columns with true bu ing interest. 
~ council, Henry D. Crippen, Sr.; mo- Whenever possible they prefer to obtain needed 
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Roland T. Doane to 
Specialized Agency 

Roland T. Doane, former adver- 
tising and sales promotion manager 
of the Lehigh Portland Cement Co., 
Chicago, has joined Taylor, Rogers 
& Bliss, Inc., as director of the deal- 
er service division. 

This organization specializes in 
market analysis and sales develop- 
ment in the building industry. 


Announce Instalments 
in Oil Burner Field 


The Petroleum Heat & Power Co., 
New York, manufacturer of oil 
burners and distributor of fuel oil, 
has announced a plan of financing 
instalment sales of burners. 

Payments will be spread over sev- 
eral years. 


More than a 


MILLION 
COPIES 
A MONTH 


in the 
Textile, Apparel 
and 


Related Industries 


Fairchild Publications 
8 East 13th Street, New York, N. Y. 
418 So. Market Street, Chicago, IIl. 


READER 
INTEREST 


are 
editorial 
watch 
words 


MOTOR — AMERICAN DRUGGIST 
AMERICAN ARCHITECT — AROMATICS 


A Complete 
Production Service 


TYPOGRAPHY 
ELECTROTYPES 
MATRICES 
STEREOTYPES 
PRINTING 


Western 
Newspaper Union 


NEW YORK ;+ 310 East 45th St. 
CHICAGO: 210 So. Despliaine St. 


and 34 other cities 


AGENCIES GIVE 
VIEWPOINT AT 
OUTDOOR MEET 


(Continued from Page 1) 
the soliciting organizations have op- 
posed the new set-up, W. A. Gibson, 
Jr., vice-president and general man- 
ager of Outdoor Service, Inc., Chi- 
cago, joined with the agencies in 
saying the new plan as now operated 
is satisfactory to his organization. 

One of the features of the meeting 
was the presentation of the com- 
plete agency viewpoint on outdoor 
advertising by John Benson, presi- 
dent of the Four A’s. His paper 
was read by F. R. Gamble, executive 
secretary, as Mr. Benson is now on 
the Pacific Coast. 

Mr. Benson said that for the first 
time in its history, the outdoor ad- 
vertising industry is now organized 
to take advantage of the creative 
sales ability of advertising agencies. 
The agencies are delighted, he said, 
to work with Outdoor Advertising 
Inc., the new sales organization rep- 
resenting the field, and feel that 
through it they will not be under- 
mined. 

This and similar references by 
other speakers indicated that adver- 
tising agents felt that under the old 
regime the exclusive solicitors, oper- 
ating in competition with them, had 
an advantage in the solicitation of 
their accounts. 

Mr. Benson paid a tribute to agen- 
cies which have been placing their 
business through the National Out- 
door Advertising Bureau to main- 
tain a co-operative agency organiza- 
tion in the field when they had the 
facilities for handling the business 
direct, and would have made more 
money by doing so. 


Urged to Join 


He urged agencies to join the 
bureau and use its facilities, point- 
ing out that under the new regime 
the agency commission paid by the 
bureau will be 12 per cent, limiting 
its operating costs to 3 per cent. Be- 
cause of this, he said, it needs vol- 
ume. 

“It is unfortunate,” Mr. Benson 
said, “that franchise holders are to 
receive a 16 2-3 per cent commission. 
Because of that some of them will 
be able to undermine the work of the 
general advertising agencies, and we 
regard it as unfair competition. You 
should either make it 16 2-3 per cent 
to all, or 15 per cent to all.” 

Mr. Benson closed by saying that 
while the agencies cannot be ex- 
pected to divert business to the out- 
door medium except when its use is 
indicated by the preblems of the ad- 
vertiser, the new set-up puts it on a 
par with other mediums and will un- 
doubtedly lead to larger use of it by 
agencies. 

Mr. D’Arcy spoke of his long asso- 
ciation with outdoor advertising, and 
congratulated the industry on the 
establishment of Outdoor Advertis- 
ing Inc. Outdoor advertising, he 
said, is a national institution, and at 
the same time offers unrivaled com- 
pleteness in its retail aspects. 

Mr. Ewald expressed his thanks to 
the plant-owners for their co-opera- 
tion in placing the American Legion 
posters, which he said had attracted 
widespread attention. His agency is 
outdoor-advertising-minded, placing 
$3,500,000 worth of outdoor business 
last year. 

General Motors Truck, which is 
now on the posters, will probably in- 
crease this representation next year, 
while Delco battery, Chevrolet and 
other accounts will be well repre- 
sented. 


Used by General Motors 


“It is a special tribute to the medi- 
um,” he said, “that the General Mo- 
tors Corporation, one of the largest 
business organizations in the world, 
has seen fit to present its institu- 
tional message to the people of 
America through the medium of out- 
door advertising.” 

Mr. Ewald said the agencies are 
doing a selling job for outdoor ad- 


GIVES AGENCY VIEW 


John Benson 


vertising, and deserve equal recog- 
nition with any other factor in the 
business. He said the general agen- 
cy, because of its knowledge of the 
advertiser’s problem, and its prepa- 
ration of other kinds of copy, is in 
a particularly good position to give 
good service in the outdoor field. 

The National Outdoor Advertising 
Bureau, said Mr. Ewald, who is 
chairman of the boardvof this organ- 
ization, deserves agencies’ co-opera- 
tion. The smaller agency especially 
needs the bureau, he said, and will 
find its clients well served through it. 

“The advertiser,” said Mr. Ewald 
in closing, “is not so much interested 
in the reduction of rates as in the 
maintenance of efficient service. If 
you maintain the high quality of 
your service and keep up your plants, 
you will find the advertisers willing 
to pay a fair rate.” 

Mr. Johns addressed the conven- 
tion as “fellow plant-owners,” as 
B. B. D. & O. maintain a full-size 
poster panel on the tenth floor of its 
offices in New York, typifying its in- 
terest in the medium. The George 
Batten Company, he said, placed its 
first business in the outdoor field 22 
years ago, and helped to form the 
bureau. 


See Eye to Eye 


“This is the first meeting you have 
had since the establishment of com- 
plete agency recognition,” he said, 
“and we are now seeing eye to eye 
for the first time. I am optimistic 
about the future. The ‘bugs’ are out 
of this proposition, and I believe 
1932 will be a big year.” 

Mr. Blair asserted the outdoor 
medium has suffered in the past 
from the type of its sales represen- 
tation, which involved discussions of 
preferential service through personal 
contacts. In the future, through a 
new type of non-competitive selling, 
in behalf of the whole medium, O. A. 
I. will be of great service to buyers. 

He pointed out the new respon- 
sibilities of advertising agencies in 
connection with their merchandising 
activities, and said that since the 
agency succeeds only if the client 
prospers, the selection of mediums is 
made entirely from that standpoint. 

“Advertising as a whole,” said Mr. 
Blair, “has won during 1931 the 
greatest recognition from business it 
has ever received, as during difficult 
conditions executives have insisted 
on the maintenance of advertising 
representation. This was not so in 
1921. 

“One indication of their interest 
has been their concern about rates, 
and their feeling that they should 
go down along with commodity 
prices. But they have been shown 
that advertising rates do not follow 
the commodity curves. They don’t 
go up as fast, and they don’t fall as 
fast. They do not change as rapidly. 
Business men have accepted that 
situation.” 


Mr. Dawson made one of the hits 
of the session with his interesting 
discussion of what the agencies need 
from outdoor advertising in order to 
be able to resell it to the client. He 
said more information is needed on 
circulation, locations of panels, light- 
ing and other details. He also ques- 
tioned the application of a general 
rate of $7.80 per panel, on the 
ground thet it might be worth more 
in a big city than a small town. 

“Some of the discussions here to- 


day,” said Mr. Dawson, “have indi- 
cated a belief that outdoor advertis- 
ing is purely a supplementary medi- 
um. I don’t agree with that point 
of view, as we have put over prod- 
ucts using this medium exclusively.” 

Mr. Dawson attacked the practice 
of making concessions, on the ground 
that it is unsound, unfair and un- 
ethical. He said that in a period of 
slow business, when vacant space is 
covered with paper posted free, 
there should be no discriminations, 
and that offering additional service 
in order to obtain contracts will re- 
sult in a chaotic condition. 

He endorsed the program of the 
association on highway and scenic 
regulations, and said the public 
would support a fair position. 

Outdoor advertising could be in- 
creased in mobility if it were pos- 
sible for an advertiser to change his 
program, as he frequently does with 
publications, and Mr. Dawson pro- 
posed a plan of short-rating under 
which cancellations might be made 
more than thirty days in advance of 
the posting date. 

Frank T. Hopkins, vice-president 
and general manager of the Na- 
tional Outdoor Advertising Bureau, 
Inc., New York, which includes 200 
advertising agencies in its member- 
ship, gave an interesting view of its 
operations. 

He insisted plant-owners must 
maintain equality of service and op- 
portunity to all advertisers, espe- 
cially in distribution of additional 
service due to vacant panels. The 
agencies must have an even break, 
he asserted. 


Guard Recognition 


Mr. Hopkins also warned the out- 
door field that it must jealously 
guard agency recognition, and ex- 
tend it only to those which are prop- 
erly qualified. 

He closed with the statement that 
in some of the small towns outdoor 
plants are in bad condition, due to 
the large precentage of vacant space 
and the poor methods used in scrap- 
ing panels. 

“Live paper should not be posted 
in locations where there are scraped 
panels,” he said. 

Arthur R. Burnet, secretary of the 
outdoor advertising committee of the 
Association of National Advertisers, 
presented charts showing the organ- 
ization of the outdoor advertising 
field and the methods used. 

He said that under present condi- 
tions the advertiser has the choice 
of a number of avenues of service, 
and that the operations of O. A. I. 
should benefit all plant-owners. 

Kerwin H. Fulton, president of 
Outdoor Advertising Inc., presided 
at the agency session and_intro- 
duced the speakers. At the morning 
session yesterday, members of O. A. 
I. described the activities and func- 
tions of the company for the benefit 
of plant-owners. 

Speakers were A. M. Briggs, 
chairman; Mr. Fulton, R. D. French, 
S. N. Golliday, Horace W. Hardy, C. 
O. Bridwell, Arthur Siegel, Hector 
Fuller and D. S. Schenck. 


Form Company to 


Sell Transfers 
The Empire Decalcomania Co., 
Ltd., has been formed at 158 John 
st., Toronto, Ont., with John W. 
Gooch, president, and J. S. M. Rid- 
ley, sales director. It will specialize 
in the manufacture of decalecomania 
transfers. 


Oppose Sunday Radio 

The Typographical Union, Quebec 
Local, has asked the Minister of 
Marine to see that radio advertising 
is discontinued in the Province on 
Sundays. 


Johnson Motors to 


South Bend Agency 

The Johnson Motors Co., Wauke- 

gan, Ill., outboard motors, has placed 

its advertising with Lamport, Fox 
& Co., South Bend, Ind. 


Barkley with Bauerlein 

Henderson Barkley, Jr., formerly 
with the Western Co., Chicago, has 
joined the Bauerlein Advertising 
Agency, New Orleans. 


Titus Joins Agency 
George R. Titus has become an 
account executive with Donahue & 


Coe, New York. 


Canadian Schedule 


Nears Completion 


Only 80-odd United States publica- 
tions remain to be classified for the 
Canadian import tax. 

Of the 1,515 periodicals so far 
dealt with, 91 are subject to two 
cents per copy, 424 to five cents, 117 
to 15 cents, 86 to 15 cents per pound, 
and 797 are free. 


Getting Student Trade 
is Mainly a Matter 
of Knowing How 


The prinicipal benefit of college paper 
advertising is the immediate sale of mer- 
chandise to a million consumers at college 
but in addition there is the benefit obtained 
when these students carry the story of 
your product to general consumers every- 
where. 

For a logical product to gain admission 
to the student market it is only necessary 
that its manufacturer advertise it in the 
student papers at the same time merchan- 
dising it in the right way. But in order to 
find this right way, a prerequisite is an 
intimate knowledge of alt the _ necessities, 
customs, buying habits and oddities that 
enter into the commercial side of student 
life. This specialized knowledge we have— 
greater, we believe, in scope and in power 
to apply it than any other source in the 
country. 


Write for the 1931- 


lege publications. 


Collegiate Special Adv. Agency, Inc, 
NEW YORK CHICAGO 
18 East 41st Street 612 N. Michigan Ave. 


Research 


Service 


OFFERS: 


Market Analyses 
Consumer Surveys 
Trade Surveys 
Product Tests 
Style Trends 
Copy Tests 


FOR 
Agencies 
Manufacturers 
Publications 
Radio Stations 
Retail Stores 
Associations 


45 West 45th Street 


New York 
333 North Michigan Ave., Chicago 


Sell lowa with 


color 


in the 
DES MOINES 
REGISTER AND TRIBUNE 


Color any way you like it . . . one color 

and black in Daily or Sunday news sections 

- + . four colors in Sunday Rotogravure 

section . . . four colors in Sunday Comic 
and Feature Sections 


Circulation exceeds 245,000 
Daily and 210,000 Sunday 
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Wo menin 
Advertising 


Martha Delaplaine 


Chicago, Nov. 12—Martha Dela- 
plaine, who has just joined the Chi- 
cago Advertising Council as member- 
ship representative, asserts her deci- 
sion to enter the advertising business 
dates back to the age of five. 

“T took further steps in that direc- 
tion at 16,” she relates. “While a 
freshman at the University of Wis- 
consin, I sold fraternity jewelry, 
books and other articles for which 
there was no urgent demand.” 

She acted as society reporter for 
Oak Leaves, Oak Park, IIl., con- 
tributed features to the Chicago 
Daily News and worked on college 
papers before finishing her education 
at the University of Arizona. 

Then she free-lanced on women’s 
accounts, and wrote direct mail and 
other copy for an agency. An inter- 
lude was spent with the Pioneer Pub- 
licity Service before Miss Delaplaine 


Classified 
Advertising 


A charge of 40 cents a line is 
made for advertising in this depart- 
ment, the minimum charge being $2. 


Is the Industry down? Lineage 
slipping? Costs mounting? Perhaps 
we can help on the last two... if 
you are a class, technical or business 
paper publisher, if’ you still have 
good circulation and are doing a 
good job editorially — somewhere 
near the top. 

You don’t have to be the leader— 
we never had a leader originally. 
We have a couple now, however. 

We are opening a New York 
office, and we need two sound publi- 
cations to round out our list and 
lower our own costs. 

One of our present magazines is 
45% above last year’s sales—two 
competitors, much older, slipped an 
average of 25%. Another of our 
magazines is exactly even, and that 
means even with its BEST year. 
Another is down—way down—but 
we don’t think we are the sole rea- 
son; and, we helped start a new one 
that is doing fine. 

Our New York office will be headed 
by a man who knows how to get 
and service business. Thirteen years’ 
experience ... still in his thirties ... 
nothing unlucky about that thirteen. 
Sold space from Park Row to Main 
Street—Des Moines. 

So has the Chicago office. We have 
the experience, personnel, resources 
and we need more work that will 
sometime pay us. Eastern .. . 
Western or all the territory. Write 
In confidence. 


F. R. Jones Organization 
201 N. Wells Street, 
Chicago, Ill. 


ae 
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returned to the freedom of free- 
lancing. One of her largest accounts, 
however, decided to struggle along 
without advertising and Miss Dela- 
plaine joined the Stack-Goble Adver- 
tising Agency, working on copy, con- 
tact and radio. 

Last spring she had a fling at ad- 
vertising in Guatemala, British Hon- 
duras, Spanish Honduras and Salva- 
dor, but decided Central Americans 
cannot be successfully advertised to 
without cartoons. 

“I am still hunting the agency 
that believes me,’”’ she commented. 

Miss Delaplaine is said to be the 
author of the advertising definition 
idea which gained so much publicity 
for her favorite organization, the 


Women’s Advertising Club of Chi- 
cago. 

Her hobbies are riding horseback 
on nice days and reading and writ- 


ing on the nasty ones. Her favorite 


hate is Russia. She thinks advertis- 
ing folk must make a more intensive 
study of psychology. 


Directs Kolster Sales 


Ralph Brooke Austrian has become 
sales manager of Kolster Radio, Inc., 
Newark, N. J., coming from the 
Westinghouse Electric & Mfg. Co., 
where he was manager of retail dis- 
tribution. 


Leaves Chappelow 


W. J. Johnson has resigned as 
space buyer for the Chappelow Ad- 
vertising Co., St. Louis. 


Arthur Cole Leaves 


Dorrance, Sullivan 


W. Arthur Cole has resigned as 
vice-president in charge of the cre- 
ative, service and contact divisions of 
Dorrance, Sullivan & Co., New York, 
and Dorrance, Kenyon & Co., Boston. 

Arthur Eaton, copy director of the 
New York agency, has also resigned. 


Has Fabric Account 


Advertisers Inc., Detroit, has been 
named to direct the flat motor car 
fabric advertising of the American 
Woolen Co., New York. 


Bartlett Appoints Butler 


The F. A. Bartlett Tree Expert 
Co., Stamford, Conn., has placed its 
account with the John L. Butler Co., 
Philadelphia, effective Jan. 1. 


Heads Radio Division 
of Clock Manufacturer 


James L. Woods has been ap- 
pointed head of the radio division of 
ae Sessions Clock Co., Bloomington, 

nd. 

The new division will be in charge 
of clock sales through radio dealers. 


Dailies for Railroads 


Blackett - Sample - Hummert, Chi- 
cago, will use newspapers, chiefly 
those along the route of the Chicago 
Great Western Railroad for that 
new account. 


Is Export Manager 
E. H. Wilcox has been appointed 
export manager of the Kelvinator 
Corp., Detroit, succeeding R. A. 
Lundquist, resigned. 


Hospital 
Management 
A Practical Journal 

of Amin 


@ 20 Nerwng Quesivens from the Grating 
Committee @ The New Chrini Howpual, 


@ Shewid Hopital Employ Cripple? 
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HOSPITAL MANAGEMENT 


ACH year the American College of Surgeons, an 
organization composed of approximately 10,000 of the 
leading surgeons of the country, publishes a list of hospitals 
which have met certain rigid standards laid down by the 
College and which are therefore placed on the “approved 
list.’ 


These institutions are the most progressive general hos- 
pitals in the country. They represent the cream of the 
hospital field — the primary hospital market. 


Last year “Hospital Management” announced that of the 
1,912 approved hospitals in the United States, containing a 
total of 356,253 beds, “Hospital Management” subscribers 
represented 279,921 beds — 78.6 percent of the total. 


This year there are 2,002 approved hospitals in the 
United States. They have a total bed capacity of 384,131. 
Of these, “Hospital Management” subscriptions reach 
306,760 beds — 79.9 percent of the total. 


Only a publication of outstanding merit could increase 
its coverage of such important units during the year 1931. 


The practical journal of administration 


537 S. Dearborn St., Chicago 


Graybar Bldg., New York 


The only hospital journal member both A. B. C. and A. B. P. 
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STEPS FORWARD 


Robert W. Griggs 

After a year in charge of Royal 
Gelatin desserts and Fleischmann’s 
Yeast-for-Health, Mr. Griggs has 
been appointed advertisirg manager 
of Standard Brands, Inc., New 
York, as assistant to Daniel P. 
Woolley, vice-president in charge 
of sales. 
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PASSING OVER PRESIDENT’S TROPHY 


John H. Knapp, vice-president, Norge Corporation, Detroit, 
presents President’s Trophy to winners of Marathon Rollator 
contest. A. E. Bottenfield, manager, (left) and T. A. Carlisle, 
Cleveland Norge distributors, seem to be pleased. 


“OLD OAKEN BUCKET” 


The Coca-Cola Company’s 1932 
calendar is ready for distribution. 
Norman Rockwell, who provided 
the 1931 illustration, based on 
Whittier’s poem, “The Barefoot 


Boy,” was again selected. 


Sores 


OFFER DOUBLE AID TO MODERN HOUSEWIFE 


These demonstrators for OvenReady Biscuits, the newest thing in can 
opener cookery, are giving a free lift to cellophane aprons, the latest boon 
to the hostess-housewife. The demonstration campaign, with which the 


MANAGES DAILY 


W. A. Frisbie, new general man- 
ager of the St. Louis Times. He 
was formerly publisher of the Min- 
neapolis News. 


J. Walter Thompson Company is combining the research job, sold 1,000,000 
biscuits in Chicago the first week. 


ON EXHIBIT 


This water color by Arthur W. 
Bell, Swan Studios, Chicago, is on 
display in the Exhibition of Con- 
temporary Advertising Art, run- 
ning at the Scarab Club, Detroit. 
Geographical restrictions were re- 
moved this year. 


PUSHES BUTTON THAT STARTS PRESSES ROLLING 


E. Lansing Ray, president and publisher of the St. Louis Globe-Democrat, § 
puts to bed the first edition in the paper’s new home. The new six-story 
building supplants the structure used for 39 years. The paper is in its 79th 
year. 
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